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This  i s  t h e  f o u r t h  i n  a  s e r i e s  o f  seminars des igned t o  b r i n g  t o g e t h e r  
people  involved i n  t h e  problem of  mass communications on a l c o h o l  and highway 
s a f e t y .  The people  who a t t e n d  t h e s e  seminars have v e s t e d  i n t e r e s t s  and r e a d i l y  
i l ' e n t i f i a b l e  p o i n t s  of  view about t h e  alcohol/highway s a f e t y  p u b l i c  informat ion 
problem. Many f e e l  t h a t  i f  we a r e  ever  going t o  reduce t h e  confus ion  i n  t h e  
mass media about a l coho l  and highway s a f e t y ,  t h e  b e s t  way t o  do t h a t  i s  t o  work 
c l o s e l y  t o g e t h e r .  I n  t h e  p a s t  f i v e  y e a r s ,  i f  you have watched t h e  media, you 
w i l l  have n o t i c e d  more cons i s t ency  i n  theme and message than  was p r e v i o u s l y  
t r u e .  There i s  l e s s  r e l i a n c e  on f e a r - a r o u s a l  a l o n e  t o  g e t  people  t o  a c t .  There 
i s  more a t t e n t i o n  t o  d i r e c t  behav io ra l  s u g g e s t i o n s ,  behav io ra l  change, and 
a l t e r n a t e  behav io r s  a s  a means of  a c t u a l l y  i n t e r v e n i n g  i n  alcohol/highway 
s a f e t y  through t h e  media. There i s  more a t t e n t i o n  t o  e v a l u a t i o n  of  o b j e c t i v e s  
and g o a l s  o f  campaigns. We would l i k e  t o  t h i n k  t h a t  t h e s e  meet ings  have had 
something t o  do wi th  t h a t .  
The u l t i m a t e  o b j e c t i v e  of  mass media /a lcohol  countermeasures i s  t h e  
same f o r  a l l  of u s .  We would l i k e  t o  s e e  t h e s e  seminars promote a  f e e l i n g  of 
coopera t ion  and c o l l a b o r a t i o n .  
Richard L .  Douglass, Head 
and 
Ann C .  G r i m m ,  L i b r a r i a n  
Pub l i c  Communication Group 
These seminars a r e  sponsored by t h e  D i s t i l l e d  S p i r i t s  
Council  of  t h e  United S t a t e s ,  I n c . ,  1300 Pennsylvania 
Bui ld ing ,  Washington, D.C. 20004. 
SEMINAR PARTICIPANTS 
William Blount,  Evaluator  
Alcohol S a f e t y  Action P r o j e c t  
U n i v e r s i t y  of South F l o r i d a  
Criminal  J u s t i c e  Program 
Tampa, F l o r i d a  33620 
8131974-2815 
Richard L .  Douglass, Head 
Pub l i c  Communication Group 
A s s i s t a n t  Research S c i e n t i s t  
Highway S a f e t y  Research I n s t i t u t e  
The U n i v e r s i t y  of Michigan 
Ann Arbor, blichigan 48 105 
3131763-2465 
Thomas Enr ight  
Regional Alcohol S p e c i a l i s t  
Region V ,  Nat ional  Highway 
T r a f f i c  S a f e t y  Adminis t ra t ion 
1010 Dixie  Highway 
Chicago Heights ,  I l l i n o i s  60411 
312/756-1950 
Dwight Fee 
Pub l i c  Informat ion and Education 
Of f i ce  of Dr ive r  and P e d e s t r i a n  
Programs 
Nat ional  Highway T r a f f i c  Sa fe ty  
Adminis t ra t ion 
Department of Transpor ta t ion  
Washington, D .C  . 20590 
2021426-0076 
Paul S. F i e l d ,  Manager 
Grey Adver t i s ing  
1150 Seventeenth S t r e e t ,  N . W .  
Washington, D . C .  20036 
202/872-1130 
Lyle F i l k i n s ,  Research Engineer 
Highway S a f e t y  Research I n s t i t u t e  
The U n i v e r s i t y  of Michigan 
Ann Arbor, Michigan 48105 
313/763-2465 
Ann G r i m m ,  L ib ra r i an  
Pub l i c  Communication Group 
Highway S a f e t y  Research I n s t i t u t e  
The U n i v e r s i t y  of Michigan 
Ann Arbor, Michigan 48105 
313/764-6504 
Frank Harnmond 
Min i s t ry  of  Transpor ta t ion  
and Communications 
1201 Wilson Avenue 
Downsview, Onta r io  M3! 158 
4161248-3501 
David Keyes 
C a l i f o r n i a  Wine I n s t i t u t e  
717 Market S t r e e t  
San Franc i sco ,  C a l i f o r n i a  94103 
415/986-0878 
Bruce Madsen, Managing D i r e c t o r  
T r a f f i c  Improvement Assoc ia t ion  
of  D e t r o i t  
2510 South Telegraph Road 
Bloomfield Hills, Michigan 48013 
313/334-4971 
Char les  Mal tese ,  D i r e c t o r  
T r a f f i c  S a f e t y  Assoc ia t ion  of 
blaco l m  County 
24719 Van Dyke 
C e n t e r l i n e ,  Michigan 48015 
313/756-5555 
James OIDay, Head 
Systems Analys is  
Highway S a f e t y  Research I n s t i t u t e  
The U n i v e r s i t y  of Michigan 
Ann .4rbor, Michigan 48105 
313/764-0248 
William Pol lock 
Research Psychologis t  
Highway S a f e t y  Research I n s t i t u t e  
The U n i v e r s i t y  of Michigan 
Ann Arbor, Michigan 48105 
3131763-1276 
Al len R .  Rice 
Executive D i r e c t o r  
Michigan Council on Alcohol Problems 
P .  0. Box 1212 
Lansing, blichigan 48902 
517/484-0n16 
Arnold Smith 
Public Information Director 
Distilled Spirits Council of 
the United States, Inc. 
1300 Pennsylvania Building 
Washington, D .C . 20004 
202/628-2544 
Terry Smutylo 
Ministry of Transportation 
and Communications 
1201 Wilson Avenue 




F4inistry of Transportation 
and Communications 
1201 Wilson Avenue 
Downsview, Ontario M3M 158 
416/248-3501 
SEMINAR AGENDA 
9:OO-9:30 Fleeting i n t r o d u c t i o n  
9:30-10:40 P r e s e n t a t i o n  o f  new NHTSA m a t e r i a l s  and Aiscussion 
o f  NHTSA1s " s t r a t e g i c  r e s e a r c h  p roposa l f f  by Dwight 
Fee and Paul F i e l d  
10:40-11:20 P r e s e n t a t i o n  of new DISCUS m a t e r i a l s  by Arnold Smith 
11:30-12:50 Lunch 
1:OO-1:50 M i n i s t r y  of Transpor ta t ion  and Cornmunications/0ntario/ 
pu1>lic informat ion campaign e v a l u a t i o n  by Ter ry  Smutylo, 
Bess Wares, and Frank Hammond 
1:50-2:10 Michigan Council on Alcohol Problems "1 Am t h e  Driver" 
campaign by Al len  Rice 
2:lO-3:00 Evaluat ion of Tampa ASAP p u b l i c  in fo rmat ion  program 
by William Blount 
3 : 00-3: 30 L B I  IDISCIJS] p r i n t  ad comparative a n a l y s i s  by Richard 
Douglass 
3: 30 hleeting adjourns  
COMMENTS FROM SEMINAR PARTICIPANTS 
We f e e l  t h a t ,  a f t e r  t h r e e  y e a r s  of  a  n a t i o n a l  a l c o h o l / s a f e t y  educa- 
t i o n  campaign and t h r e e  y e a r s  w i t h  t h e  ASAPs, we ' re  i n t o  something r e a l l y  
important  i n  mass communications on t h i s  s u b j e c t .  Our program i s  loaded wi th  
purpose and p o s s i b i l i t i e s  and promise,  and t h a t ' s  why we want t o  know who e l s e  
i s  i n t e r e s t e d  and s h a r e  wi th  them t h e  r e s u l t s  of  our  r e s e a r c h  and exper ience .  
We hope t o  i n f l u e n c e  and be in f luenced  r e g a r d i n g  a d v e r t i s i n g  i n  t h e  mass media. 
I'm h e r e  t o  Eet i d e a s  from people  t o  use  i n  o t h e r  programs. 
We a r e  i n t e r e s t e d  i n  improving our  a b i l i t y  t o  e v a l u a t e  mass media 
p u b l i c  educa t ion  programs. We would l i k e  t o  l e a r n  from o t h e r s 1  exper iences  
and s o  improve o u r  own programs. 
We a r e  i n t e r e s t e d  i n  e s c a l a t i n g  our involvement i n  t h e  a r e a  of 
r e s p o n s i b l e  d e c i s i o n s  about a l c o h o l i c  beverages .  
We want t o  f i n d  o u t  how people  respond i n  a  pee r  group g e t t i n g  t o  our 
a d v e r t i s i n g .  
In  t h e  p a s t  y e a r s  we have conducted a  few s i z e a b l e  p u b l i c  informa- 
t i o n  programs which, according t o  v e r y  thorough and s c i e n t i f i c  e v a l u a t i o n s ,  
were s u c c e s s f u l .  We p l a n  more, s o  I am h e r e  t o  l e a r n .  
I am i n t e r e s t e d  i n  f i n d i n g  o u t  about new techn iques  f o r  i n f l u e n c i n g  
b e t t e r  d r i v e r  performance.  
I am drli~htcd i~bout what has been don? in previous sessions like 
this one and so am here to learn. I will also share with you some modest 
evaluation attempts made by our group and seek your opinions. The problems 
that we are having in handling the public education materials and getting them 
distributed is probably not unique to our organization. I hope to learn from 
your experiences and share with you some of mine. 
NATIONAL HIGHWAY TRAFFIC SAFETY ADllINISTRATION 
--Dwight Fee and Paul Field 
This presentation will be in two parts. The first is a presenta- 
tion of our new media materials. The second will.be the results of our stra- 
tegic research survey on adult drinking and driving. 
4s most of you know, our campaign has evolved, over three years, from 
a focus on identifying the problem drinker to the present segment telling people 
that they should take some responsibility if they find themselves in drinking- 
driving situations. 
--Question--How are your materials distributed? 
--Answer--They are distributed to the top 100 markets across the 
country, to major state agencies, to the ASAPs, and to any other 
agency that wants to use them, putting its own tag on them. 
We are using the ttfriendstt theme because the excessive drinking theme 
didn't seen to be as appropriate for the youth audience as for the more general 
audience. We use just studio musicians. You will notice that the musical 
motifs, though all are aimed at youth, are slightly different. The reason for 
this is that we are trying to interest various kinds of stations in using them-- 
so this will hopefully hit various audiences. These youth radio spots are 
sent to youth-oriented stations. In past campaign, we have had terrific response 
from college stations, 
RADIO SCRIPT--FRIENDS, GENERAL AUDIENCE 
Song: Friends aren't easy to find 
Friends aren't easy to choose 
Friends aren't easy to make 
Friends are too easy to lose 
And I don't want to lose you 
Friend 
I don't want to lose you 
Friend 
I don't want to lose you 
I don't want to lose you 
Friend. 
V . O .  I f  you have a  f r i e n d  who has  a  d r ink ing  problem d o n ' t  
l e t  him d r i v e  when h e ' s  drunk. Drive him y o u r s e l f .  
C a l l  him a  t a x i .  Whatever you do ,  do something. When 
a  problem d r i n k e r  d r i v e s ,  i t ' s  your problem. 
Song: Fr iends  a r e n ' t  easy  t o  make 
Fr iends  a r e  too  easy t o  l o s e  
And I  d o n ' t  want t o  l o s e  you 
I don ' t  want t o  l o s e  you 
Fr iend .  
\J.0. ,2 p u b l i c  s e r v i c e  message on beha l f  of t h e  U.S. Depart- 
ment of  Transpor ta t ion .  
--Comment--I thought t h a t  t h e  r a d i o  s p o t s  were e x c e l l e n t  because they  a r e  
sugges t ing  s p e c i f i c  behavior  a l t e r n a t i v e s .  They provide  t h e  audience  with 
something c o n c r e t e  t o  do. 
--Comment--Not on ly  does t h e  voice-over have t h e  message i n  t h e s e  s p o t s ,  but  
t h e  song has  i t  t o o .  I t  p rov ides  a  s p e c i f i c  countermeasure,  a  s p e c i f i c  s o c i a l  
a c t i o n .  
--Comment--Sometimes we have a  tendency t o  l t tune-ou t lv  t h e  voice-overs ,  whereas 
we might p ick  up on r e c u r r i n g  musical  themes. 
RADIO SCRIPT--TOM, YOIJTH AUDIENCE 
Song: I t  was Saturday n igh t  and I wanted t o  have me a  good t ime, 
Tom c a l l e d  me up s a i d  h e ' d  b r i n g  a  6-pack and maybe a  
b o t t l e  of  wine, 
But on h i s  way over  I d i d  myself some t h i n k i n g .  
I  remembered t h e  way Tom d r i v e s  when h e ' s  been d r ink ing ,  
I ~ e n  he came by, I  s a i d  "You can g e t  h igh,  
Rut I  f e e l  b e t t e r  d ry ,  
You can laugh,  but w e ' l l  both  be a l i v e . "  
I f  you ' r e  gonna d r i n k ,  then I  ' m  gonna d r i v e .  
I f  you ' re  gonna d r i n k ,  t h e n  I'm gonna d r i v e .  
V.O. l 'housands and thousands of  u s  a r e  k i l l e d  o r  h u r t  badly  
i n  drunk-dr iv ing c rashes  every  y e a r .  P lease  don ' t  l e t  
your f r i e n d s  d r i v e  i f  t h e y ' r e  drunk. And d o n ' t  r i d e  
wi th  them. 
You d r i v e .  Be a  f r i e n d .  Don't l o s e  one. 
Song: I f  you ' r e  gonna d r i n k ,  then I 'm gonna d r i v e .  
I f  you ' r e  gonna d r i n k ,  then  I'm gonna d r i v e .  
V . O .  A p u b l i c  s e r v i c e  message on beha l f  o f  t h e  U.S. Department 
of  T r a n s p o r t a t i o n .  
--Comment--That is true, but if there is enough frequency to the playing of the 
spots on radio, then the voice-overs begin to be heard. 
--Question--At what age group are they aimed? 
--Answer--We generally think of the youth audience as being from 18- 
24 years old; however, there is a great deal of spill-over into both 
younger and older audiences that listen to rock stations. 
--Question--Personally I like the "Friendsff theme very much, but I 
wonder what a youth audience thinks of it. 
--Answer--We haven't copy-tested these spots, but we have an agree- 
ment to do a lot of copy-testing of other materials. These spots are 
being distributed now, so we have not had a lot of feedback yet. 
--Comment--It seems to me that these spots might make young people want to be a 
part of the solution rather than a part of the problem. They provide alterna- 
tives in resisting peer-group pressure. 
--Comment--I think my children would like them better if you used name musicians 
rather than just studio musicians. 
--Reaction--The difficulty with that is that this is a relatively low-budget 
campaign. In the previous campaigns we used a spot in which Dionne Warwick sang. 
--Comment--Conversely, though, was so intrigued by the way Dionne Warwick was 
doing that song that I didn't listen to the words; I didn't hear the message. 
Whereas, with these spots, I hear the message very clearly, despite the jingle. 
--Question--Aren't you afraid that some of your message will be lost 
in the musical portion of the spot, because people tend not to listen 
to the words anymore? 
--Answer--That's an excellent point, and of course we're concerned 
about it, but we feel that music is an excellent vehicle for public 
service because it has some entertainment value that may fit into the 
motif of the stations and will therefore be played. So it is a trade- 
off. 
--Question--But d o n ' t  you t h i n k  t h a t  t h e  songs might g e t  i n  t h e  way 
of t h e  s t a t i o n  programming? 
--Answer--We provide l i v e  announcer s c r i p t s  of t h e  s p o t s  a s  we l l ,  
because we have found t h a t  many s t a t i o n s  won't use  announcers o t h e r  
than  t h e i r  own. Also t h e  general  audience r a d i o  s p o t s  do inc lude  
s t r a i g h t  t a l k  s p o t s  wi thout  music. 
--Comment--I t h i n k  t h e  k i d s  a r e  n o t  on ly  going t o  l i s t e n  t o  t h e  music, bu t  t h e y  
a r e  going t o  l e a r n  t h e  words a s  w e l l .  They spend a  l o t  o f  t ime today l i s t e n i n g  
t o  songs t o  l e a r n  t h e  l y r i c s .  The on ly  problem I have wi th  t h e  p o s s i b i l i t y  
t h a t  t h e y ' r e  making t h e  problem glamorous i s  t h a t  t h a t  might be t r u e  f o r  h igh  
school  and j u n i o r  h igh k i d s .  Rut I d o n ' t  t h i n k  t h a t ' s  t r u e  f o r  c o l l e g e  k i d s .  
And, a t  l e a s t  i n  our a r e a ,  even t h e  j u n i o r s  and s e n i o r s  i n  high school a r e  ve ry  
nuch in- tuned t o  t h e  c a r i n g  and t a k i n g  c a r e  o f  one another .  
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The whole p r i n t  campaign r e p r e s e n t s  s p e c i f i c  countermeasure a c t i o n s .  
One ad i s  aimed a t  women, t r y i n g  t o  break down t h e  myth t h a t  o n l y  men a r e  problem 
d r i n k e r s ,  I t  w i l l  be used i n  women's magazines.  
- -Quest ion-- I f  I w r i t e  t o  t h e  address  i n  t h e  p r i n t  ad,  what do I  
r e c e i v e ?  
--Answer--You w i l l  r e c e i v e  two brochures--one d e s c r i b i n g  t h e  n a t i o n a l  
a l c o h o l  countermeasures program and another  d e s c r i b i n g  what you can do 
i n  your community. Soon t o  he  r e l e a s e d  i s  ano the r  one sugges t ing  how 
t o  h o s t  a p a r t y .  
--Question--Do you keep a  m a i l i n g  l i s t  of peop le  who w r i t e  f o r  i n f o r -  
mation? 
--Answer--The Na t iona l  Clear inghouse  f o r  Alcohol Informat ion keeps a  
l i s t  of those  who w r i t e  i n ,  but  so  f a r  t h e r e  a r e  no p l a n s  t o  use  it 
f o r  follow-up m a i l i n g .  
--Question--Do you ever  g e t  r e q u e s t s  from people ,  such a s  nembers of 
t h e  J a y c e e s ,  who want m u l t i p l e  cop ies  o f  your m a t e r i a l s ?  
--Answer--Yes, q i ~ i t e  a  few from t e a c h e r s ,  p o l i c e  c h i e f s ,  and community 
o r g a n i z a t i o n s .  They ask f o r  50 o r  more cop ies  t o  d i s t r i b u t e .  We have 
c e r t a i n  l i m i t s  a s  t o  t h e  number of f r e e  cop ies  we g i v e  o u t ,  bu t  t h e r e  
a r e  excep t ions .  
--Comment--I'd l i k e  t o  r e a c t  t o  one of t h e  ads .  Being down on t h e  f i r i n g  l i n e  
where we g e t  f o l k s  who a r e  r e f e r r e d  from judges o r  t h e  S e c r e t a r y  o f  S t a t e ,  I 
am amazed a t  t h e  number of t imes  t h a t  people  have been a r r e s t e d  f o r  drunk d r i v i n g  
whi le  on t h e i r  way home from a  p a r t y .  Our i n t e r v i e w e r s  ask  i f  t h e y  were by 
themselves  o r  i f  t h e i r  wife  o r  husband was wi th  them, and i f  he o r  she was 
sober  o r  i n  much b e t t e r  shape t o  be  d r i v i n g .  The u s u a l  answer i s  "yes" and 
t h a t ' s  one of t h e  t h i n g s  t h a t  t h e y  f e e l  s o r r y  about .  They r e a l i z e  t h e y  should 
have l e t  t h e i r  wife  o r  husband o r  a f r i e n d  d r i v e .  We went a  s t e p  f u r t h e r  and 
asked why they  d i d n ' t  l e t  t h e  o t h e r  person d r i v e .  They answered t h a t  they  -
thought  t h e y  were a l i  r i g h t  t o  d r i v e .  So, I d o n ' t  t h i n k  t h e  message of your 
ads i s  s t r o n g  enough, i n  terms of convincing them t h a t  a  sober  person should 
i n s i s t  on d r i v i n g .  
--Question--Could you perhaps  pu t  a  spo t  t o g e t h e r  aimed a t  t a k i n g  t h e  
h e a t  o f f  them f o r  l e t t i n g  t h e i r  wives d r i v e ?  
--Answer--That's p r e c i s e l y  what we have i n  mind h e r e .  The group 
p r e s s u r e  from a  p a r t y  i s  v e r y  s t r o n g .  I t ' s  s o r t  of  looked down upon 
i f  you l e t  your wife d r i v e .  That needs t o  be changed. 
One o f  t h e  t h i n g s  we've discovered i n  our r e s e a r c h  i s  t h a t  we have t o  
f i n d  out  more about t h e s e  people ,  p a r t i c u l a r l y  t h e  ones who a r e  i n  tl;e c rashes  
and t h e  ones being a r r e s t e d .  
--Comment--In our roads ide  surveys  we t e s t  both  d r i v e r s  and passengers  and one 
of t h e  t h i n g s  t h a t  we f i n d  c o n s i s t e n t l y ,  one of  t h e  reasons  we gave our p u b l i c  
r e l a t i o n s  people  a s  a  v a l i d  reason f o r  approaching t h e  " l e t  t h e  o t h e r  person 
d r i v e "  i s s u e ,  i s  t h a t  h a l f  of  t h e  people  we f i n d  who a r e  l e g a l l y  i n t o x i c a t e d  
do have passengers .  And h a l f  of those  people  have a v a l i d  d r i v e r ' s  l i c e n s e  and 
have no r e g i s t e r a b l e  blood a lcoho l  con ten t !  So you can s e e  t h a t  t h a t  i s  a  
v a l i d  a l t e r n a t i v e - - l e t t i n g  someone e l s e  i n  t h e  c a r  d r i v e .  We have no t i ced ,  
however, t h a t  over  t h e  few y e a r s  t h e s e  roads ide  surveys have been i n  o p e r a t i o n ,  
t h e r e  i s  a tendency f o r  a  passenger  t o  be t h e  drunkest  person i n  t h e  c a r .  So 
t h e r e  i s  apparen t ly  some sor t ing-ou t  process  going on. Some people  a r e  t r y i n g  
t o  pu t  t h e  most sober  person behind t h e  wheel. 
F i n a l l y ,  we have t h e  new t e l e v i s i o n  m a t e r i a l .  Each spo t  i s  i n  a  60- 
and a  30-second l e n g t h .  They a r e  both  s l i c e s  of l i f e  and t h e y  both  r e i n f o r c e  
our previous  wave of i n d i v i d u a l  r e s p o n s i b i l i t y .  
--Question--This seems t o  me t o  be aimed a t  t h e  upper middle c l a s s .  
\ f i a t  do you have t h a t  i s  aimed a t  t h e  b lue  c o l l a r  workers? 
--Answer-- We don1 t consider  
t h i s  t o  be aimed a t  t h e  upper 
middle c l a s s ,  j u s t  middle 
c l a s s .  We're t r y i n g  t o  be 
f a i r l y  general ,  because i n  
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search survey,  t h a t  t h e s e  ads 
a r e n ' t  a s  o f f - t a r g e t  a s  you 
might t h i n k .  
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o s o  y o u  ran he ,p  --Question--I n o t i c e  t h a t  you 
use  a  box number f o r  t h e  r a d i o  s p o t s .  I s  it a  d i f f e r e n t  box number 
t h a t  you used i n  t h e  p r i n t  ads ,  so t h a t  you can d i s t i n g u i s h  where 
responses  a r e  coming from? 
--Answer--No, i t ' s  t h e  same one. We r e a l l y  have no way of t e l l i n g  
how t h e y  got t h e  message. I f  they send i n  t h e  coupon from t h e  ad,  
then  we can t e l l ,  because i t  i s  keyed t o  c e r t a i n  audiences.  But we 
can1 t d i s t i n g u i s h  t e l e v i s i o n  from r a d i o .  
--Comment--The second t e l e v i s i o n  spot  i n t e r e s t e d  me because I th ink  t h a t  nobody 
r e a l l y  wants t o  t e l l  a f r i e n d  t h a t  he has  a problem. T h a t ' s  t h e  f i r s t  time 
I ' v e  ever  seen it t r e a t e d  t h a t  way. 
Th is  i s  t h e  f i r s t  time we've go t ten  i n t o  t h e  "Fr iendst t  theme and a l s o  
t h e  f i r s t  t ime we've por t rayed a  woman i n  a  woman-problem-drinker s i t u a t i o n .  
We're going t o  be ve ry  i n t e r e s t e d  t o  see  what r e a c t i o n  we g e t .  
--Comment--I thought t h e  60-second spo t s  were more e f f e c t i v e ,  e s p e c i a l l y  i n  t h e  
case  of t h e  "Pa in te r t t  s p o t .  I th ink  it  takes  more than 30 seconds t o  s ink  i n .  
--Comment--The most e f f e c t i v e  l i n e ,  i n  my opinion,  i s  when one wife  meets t h e  
o t h e r  and s a y s  '!Is t h e r e  anything I 
can do?" The on ly  t h i n g  t h a t  
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d r i n k e r ,  and people d o n ' t  r e a l l y  
b e l i e v e  t h e y  know what a problem 
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--Reaction--We r e  r e a l l y  aiming 
a t  people surrounding t h e  problem 
d r i n k e r .  
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--Question--Okay, but  why 
t h e  emphasis on the problem 
d r i n k e r ?  Why n o t  j u s t  anybody 
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who d r i n k s  t o  excess?  
--Answer--Three days ago I would have t r i e d  t o  defend t h a t ,  bu t  our  
new r e s e a r c h  i s  going t o  have t o  modify t h a t  p o s i t i o n .  I t  appears  t h a t  
what you a r e  saying i s  a b s o l u t e l y  c o r r e c t .  A t  l e a s t ,  t h e  l a b e l  
"problem dr inker"  t u r n s  people  o f f .  Perhaps what we should have been 
saying i s  l labusivell  o r  l lexcess ivel l  d r i n k e r ,  o r  perhaps we should no t  
have s a i d  anything bu t  j u s t  por t rayed  i t .  
--Comment--Or you could have s a i d  "two d r i n k s  can be t o o  many." Th is  i s  a 
p o i n t  t h a t  s u r p r i s e s  a l o t  of people ,  Everybody pushes t h e  problem-drinker idea ,  
bu t  you can g e t  t o o  drunk t o  d r i v e  on j u s t  two d r i n k s .  -
--Question--This "publ ic  s e r v i c e  problemI1 t h a t  you mentioned--does t h a t  
r e f e r  t o  t h e  f a c t  t h a t  you have t o  produce m a t e r i a l s  which cover a wide 
range of groups? 
--Answer--Yes, because we a r e n ' t  allowed t o  buy media and space.  I f  
you buy media, t h e n  you can t a i l o r  your messages t o  s p e c i f i c  t a r g e t  
audiences  and put them i n  t h e  medium t h a t  w i l l  r each  t h a t  t a r g e t  
aud ience .  Since we c a n ' t  do t h a t ,  we're a t  t h e  mercy o f  t h e  s t a t i o n s ,  
newsp:ipcl.s, and rnagaz incs  t o  p lace  our rnatcr i x l s  whcrc thcy sce  f i t .  
They might r e f u s e  t o  use them i f  t h e y  were more t a i l o r e d ,  because it 
would be s i n g l i n g  ou t  a  p a r t i c u l a r  group and would be bad marketing 
f o r  t h e  s t a t i o n .  But more impor tan t ly ,  we want t o  make them genera l  
enough s o  t h a t  whenever t h e  s t a t i o n s  use them--at 3 a .m. ,  dur ing  t h e  
soap operas ,  o r  i n  prime t ime-- the  people  who a r e  watching w i l l  g e t  
something out of  i t .  
--Question--Do you f i n d  any prohlem with  g e t t i n g  t h e  60-second s p o t s  
on r a d i o ?  
--Answer--We d i d  a  survey a  few y e a r s  ago of r a d i o  and t e l e v i s i o n  
s t a t i o n s ,  and t h e  r e s u l t  of  i t  was t h a t  60- and 30-second p u b l i c  s e r v i c e  
s p o t s  were about equal  i n  usage on t e l e v i s i o n ,  60s were p r e f e r r e d  i n  
r a d i o .  However, i n  any p a r t i c u l a r  market you w i l l  f i n d  b r o a d c a s t e r s  
who never use one o r  t h e  o t h e r .  We have never found our  r a d i o  s p o t s  
s a t i s f a c t o r y  i n  a  c r e a t i v e  sense  i n  30-second l e n g t h s .  Th i s  i s  t h e  
r e a l  reason why we d o n ' t  produce many 30-second s p o t s .  What we do 
i n s t e a d  i s  g ive  them l i v e  copy s c r i p t s .  
--Ouestion--Do you f e e l  t h a t  you a r e  hampered by not  being a b l e  t o  
buy time? And a r e  you looking a t  t h e  p o s s i b i l i t y  of t r y i n g  t o  convince 
t h e  government t h a t  you should he a b l e  t o  buy t ime f o r  b e t t e r  p l a c e -  
ment of  t h e  s p o t s ?  
--Answer--We have looked i n t o  i t  and it d o e s n ' t  seem l i k e l y  i n  t h e  
fo reseeab le  f u t u r e  f o r  DOT. Grey Adver t i s ing  has  t h e  Navy r e c r u i t i n g  
account and, a s  you may o r  may not  know, t h e  armed f o r c e s  have g o t t e n  
an okay t o  buy p r i n t  space .  Th i s  may be  a  ha rb inger  of change. 
--Regrtion--Wc hnvfb t n  cnnvincp a l o t  of people t h a t  i t  i s  e f f e c t i v e  and i s  j u s t  
3 5  wur t l i y  all invcstmc~i t  a s  any o t h e r  acc iden t - reduc t ion  o r  l i f e - s a v i n g  t echn ique ,  
One of  t h e  t h i n g s  we might !;e a b l e  t o  do t o  ge t  t h e  government t o  move i n  t h i s  
d i r e c t i o n  i s  t o  f i n d  a  p r i v a t e  o r g a n i z a t i o n  w i l l i n g  t o  f inance  t h e  placement o f  
t h e s e  m a t e r i a l s .  I t  would be tremendous p u b l i c  r e l a t i o n s  f o r  t h a t  o r g a n i z a t i o n .  
The no t ion  t h a t  they  would be simply paying f o r  t h e  placement of  m a t e r i a l s  
produced by t h e  government might be a very  s o l i d  s t e p  toward c r e d i b i l i t y  i n  terms 
of  p u b l i c  r e l a t i o n s  b e n e f i t s .  I f  t h e y  were j u s t  paying f o r  space f o r  t h e i r  
own message, i t  might not  come o f f  q u i t e  a s  we l l .  
--Comment--In my exper ience  with a p u b l i c  r e l a t i o n s  f i rm,  I worked on both 
p u b l i c - s e r v i c e  a d v e r t i s i n g  and pa id  a d v e r t i s i n g  campaigns. When you ' re  a  
beggar,  sometimes you get  s h o r t  s h r i f t .  So i f  you t h i n k  your message i s  impor- 
t a n t  enough, I  t h i n k  t h a t  somebody could be convinced t h a t  you have t o  pay f o r  
what you want. 
--Reaction--That ' s  , ~ h y  hie f e e l ,  p a r t i c u l a r l y  on t h e  b a s i s  of t h i s  r e s e a r c h ,  t h a t  
t h e r e  a r e  some behaviors  o r  a t t i t u d e s  t h a t  can be changed--some o f  t h e  b a s i c  
c u l t u r a l  norms s t and ing  i n  t h e  way of  h e a l t h  and s a f e t y .  We can begin  t o  a d j u s t  
some of  those  c u l t u r a l  norms, and i t ' s  not going t o  h u r t  anybody i n  bus iness  
and i t ' s  not  going t o  reduce consumption of a l coho l .  But it w i l l  reduce t h e  
drunk d r i v i n g  problem. We d o n ' t  have t h e  answers y e t ,  but we do f e e l  t h a t  we're 
r e a l l y  making s o l i d  p r o g r e s s .  The t ime i s  going t o  be  r i g h t  ve ry  s h o r t l y  f o r  a  
pa id  campaign. I  was very  s k e p t i c a l  about t h i s  a  year or  two ago. I  was i n -  
f luenced by people l i k e  Dr. Jiendelsohn and o t h e r s ,  who were a l s o  ve ry  pess imis-  
t i c  about t h e  use  of mass media. These y e a r s  have turned my p o s i t i o n  around and 
I t h i n k  t;-;e t ime i s  r i g h t  f o r  t h i s  type  of campaign. 
Desp i t e  t h e  f a c t  t h a t  I  f e e l  t h a t  pa id  media i s  t h e  on ly  way t o  go, we 
have had t e r r i f i c  response  from t h e  media f o r  t h i s  campaign, even though it i s  
f a i r l y  g e n e r a l .  And we have rece ived ,  i n  t h i s  l a s t  yea r ,  $32,000,000 of f r e e  
space and t ime.  
STRATEGIC RESEARCH SURVEY 
We w i l l  now r e p o r t  on t h e  a d u l t  s t r a t e g i c  survey which was completed 
on October 16, 1974. NHTSA w i l l  a l s o  conduct a  youth s t r a t e g i c  survey i n  about 
t h r e e  weeks. From t h e s e  surveys  we i n t e n d  t o  begin  t o  b u i l d  a  body of f a c t s  
about  p e o p l e ' s  a t t i t u d e s  toward d r i n k i n g  and d r i v i n g .  We may d e c i d e  t o  fo l low 
t h i s  up wi th  ano the r  survey t o  s e e  how t h e  youth audiences  a r e  r e a c t i n g  t o  both  
our  m a t e r i a l s  and o t h e r s ' .  One of t h e  t h i n g s  we a r e  s p e c i f i c a l l y  looking f o r  i s  
t h e  p o s s i b l e  n e g a t i v e  e f f e c t  o f  a d v e r t i s i n g  on young people  around t h e  coun t ry .  
One worry i s  t h a t  t h e y  w i l l  t h i n k  t h a t  t o  be "hip" you have t o  be a  p a r t  of 
t h e  problem. T h a t ' s  why we w i l l  begin  t o  do some v e r y  c a r e f u l  copy- tes t ing  
t h i s  yea r .  
A l l  o f  t h e s e  ads  and o t h e r  media m a t e r i a l s  j u s t  seen were c r e a t e d  
b e f o r e  t h i s  survey was conducted.  I t  was t h e n  decided t h a t  we f i n d  ou t  what 
people  r e a l l y  t h i n k  about t h e  problem and what t h e y  a r e  w i l l i n g  t o  do about i t .  
Those of u s  i n  p u b l i c  in fo rmat ion  know t h a t  . t h i s  i s  u s u a l l y  t h e  way i t  happens. 
You beg in  t o  use  t h e  m a t e r i a l s  and then  begin  t o  doubt t h a t  i t  i s  t h e  r i g h t  
approach.  So we decided t o  do t h i s  s t r a t e g i c  r e s e a r c h  t o  f i n d  ou t  where we 
should  go from here  and what t o  work on. In t h e  p rocess  of  doing t h i s ,  we picked 
up some i n t e r e s t i n g  in fo rmat ion  about where we a r e  now i n  terms of p u b l i c  know- 
ledge,  awareness ,  and a t t i t u d e s  on a lcoho l  and highway s a f e t y .  Nearly 2,500 
households were sc reened ,  wi th  an a c t u a l  survey of  1,512 a d u l t s  between t h e  ages  
o f  18 and 55 who were p e r s o n n a l l y  in terviewed i n  t h e i r  homes. We a l s o  in te rv iewed  
148 c o l l e g e  s t u d e n t s  p e r s o n a l l y  o u t s i d e  t h e i r  homes, where we f e l t  they  could  
t a l k  more openly .  Each i n t e r v i e w  took about 75 minutes .  The survey was con- 
ducted d u r i n g  June  and J u l y  of 1974. 
On a  s i x - p o i n t  s c a l e ,  we asked t h e  people  what t h e y  thought  were t h e  
most important  s o c i a l  i s s u e s .  Th i s  was v i r t u a l l y  t h e  f i r s t  q u e s t i o n ;  t h e y  d i d n ' t  
know y e t  what t h e  i n t e r v i e w  was abou t .  The cho ices  were: c o r r u p t i o n  i n  
government, crime i n  t h e  s t r e e t s ,  drug abuse ,  i n f l a t  i o n ,  d r u n k  drivint!, pol  l u -  
t i o n  of t h e  environment, a lcohol ism,  t h e  energy c r i s i s ,  unemployment, and 
r a c i a l  c o n f l i c t s .  Drunk d r i v i n g  was ranked a s  extremely o r  ve ry  important by 
76% o f  t h e  people .  Cor rup t ion ,  crime, i n f l a t i o n ,  and drug abuse were above i t .  
One of our primary g o a l s  i n  t h e  a d v e r t i s i n g  i s  t o  make t h i s  problem a  higl-!er 
p r i o r i t y ,  so  we were q u i t e  p leased  t h a t  drunk d r i v i n g  was f i f t h  on t h e  minds of 
t h e  people  i n  t h i s  n a t i o n a l  sampling. 
I n  1970 Mart in  M a r i e t t a  conducted a  survey asking who was more respon- 
s i b l e  f o r  f a t a l  crashes--problem d r i n k e r s  o r  s o c i a l  d r i n k e r s .  In  1970, 47% 
s a i d  t h a t  i t  was problem d r i n k e r s .  Our 1974 survey shows t h a t  59% now b e l i e v e  
i t  i s  t h e  problem d r i n k e r .  
I n  terms of p e o p l e ' s  w i l l i n g n e s s  t o  support  law enforcement programs, 
even i f  t h a t  means h i g h e r  t a x e s ,  i n  1970 on ly  58% expressed t h e i r  w i l l i n g n e s s  
t o  support  such programs. In  t h e  r e c e n t  survey 85% expressed t h e i r  w i l l i n g n e s s ,  
d e s p i t e  t h e  n e c e s s i t y  of h i g h e r  t a x e s .  Ne read  from t h i s  t h a t  people  recognize  
drunk d r i v i n g  a s  one of t h e  important s o c i a l  i s s u e s .  
But t h e  main purpose of t h i s  r e s e a r c h  i s  t o  f i n d  o u t  who i s  involved 
i n  t h i s  a r e a .  We asked how f r e q u e n t l y  t h e y  come i n  c o n t a c t  wi th  an a lcoho l -  
r e l a t e d  s i t u a t i o n  ( h e r e a f t e r  r e f e r r e d  t o  a s  ARS)--54% answered "once a  month 
o r  more o f ten . "  Th is  i s  t h e  group we w i l l  c o n c e n t r a t e  on, because t h e y  a r e  t h e  
group i n  a p o s i t i o n  t o  t a k e  some a c t i o n .  Another 15% answered t h a t  t h e y  were i n  
an  a l c o h o l - r e l a t e d  s i t u a t i o n  l e s s  t h a n  once a  month. The ARS group tends  t o  
be  younger, male, b e t t e r  educated,  w h i t e - c o l l a r  workers. But t h e s e  a r e  s l i g h t  
t endenc ies ,  not  overwhelming tendenc ies .  I n  terms of t h e  households t h e y  come 
from, 40% of t h e  heads o f  t h e  households had completed some c o l l e g e ;  32% had 
p r o f e s s i o n a l  o r  managerial  c a r e e r s ;  20% made over $20,000, and a n o t h e r  17% 
made over  $15,000. 
We felt that one of the interesting things to look at would be the 
personality profiles of this ARS subset. The personality description was done 
by Grey Advertising's psychologists, using information derived from lists of 22 
self-administered personality inventory ratings. These had to do with friendli- 
ness, affection, dominance, cautiousness, impulsivity, supportiveness of friends, 
need for social recognition, helpfulness to others, etc. The kinds of state- 
ments that were put forth included: "1 believe that the society in which we 
live is pretty good the way it is." Another was "I would make a lot of changes 
in the laws of this country if I could." It was this type of question that tried 
to get some fix on those kinds of personalities and life-style characteristics. 
After rating them in terms of those issues, it was discovered that, compared to 
the non-involved group, the ARS group is 23% higher in terms of dominance. They 
are more likely to be more dominant, aggressive, friendly, and impulsive than the 
non-ARS group. The non-ARS group is more likely to be cautious, more respectful 
of law, in need of social recognition, and helpful. Nhat this told us was that, 
in aiming messages at the ARS group, we shouldnl t make appeals to law and order, 
because that already does not impress them. They are the types who make their 
own decisions; they aren't really interested in helping people unless they are 
close to them. So this was useful in terms of telling us what not to do. In 
summary, then, as compared with other adults in the population, the involved indi- 
vidual is more self-assured, less apt to depend on others for recognition and 
approval. While he is friendly and sociable, he will not hesitate to get involved 
and take action in relevant situations. His willingness to be supportive of 
others is more limited to those close to him. tIe is not as concerned with being 
helpful to those beyond his immediate circle. In terms of what extion he can be 
expected to take, he will be guided by his own judgment. In the immec'iate situa- 
tion, he will not be strongly influenced by the law. 
We probed some a t t i t u d e s  on a lcoho l  and discovered t h a t ,  f o r  example, 
we would no t  g e t  anywhere wi th  a p r o h i b i t i o n i s t  approach.  The group i s  s t r o n g l y  
p ro -a lcoho l .  For example, i n  answering t h e  q u e s t i o n  whether p a r e n t s  should d i s -  
courage t h e i r  t e e n s  from d r i n k i n g ,  56% of  t h e  ARS-involved people  agreed wi th  
t h i s .  But when asked i f  teenage d r i n k i n g  should not  be  al lowed i n  t h e i r  homes, 
29% of t h e  ARS-involved group agreed wi th  t h i s ,  whi le  51% o f  t h e  non-ARS group 
agreed with i t .  On t h e  q u e s t i o n  of  whether o r  not  TV over-emphasizes t h e  
excess ive  usage of a l c o h o l i c  beverages,  47% of t h e  d r i n k i n g  group agreed wi th  
t h i s ,  but  o f  t h e  non-drinking group, on ly  42% agreed.  That says  t o  me t h a t  even 
though people  d r i n k  and a r e  p ro -a lcoho l ,  they  a r e  s t i l l  concerned about how it 
i s  t r e a t e d  i n  t h e  mass media. 
We t r i e d  t o  determine t h e  pe r sona l  d r ink ing  behavior  of t h i s  involved 
group.  Dr. Bloun t ' s  d a t a  from F l o r i d a  i n d i c a t e d  t h a t  t h e r e  was somebody sober  
i n  t h e  c a r  who could have been d r i v i n g .  Th i s  i n d i c a t e d  t h a t  t h e s e  ARS people  
d r i n k  a l o t ,  and i t  might be t h e  c a s e  t h a t  t h e  passengers  a r e  a s  drunk a s  any- 
body e l s e  i n  t h e  c a r .  Therefore ,  a sk ing  somebody e l s e  t o  d r i v e  i s  j u s t  a s  
hazardous .  But t h i s  i s  household in te rv iew d a t a ,  not  roads ide  d a t a .  
Only 8% of t h e  ARS group d r i n k s  wine, but  58% d r i n k  b e e r .  Also, 
70% of  them have t h r e e  o r  more d r i n k s  i n  average s o c i a l  s i t u a t i o n s .  
--Comment--There i s  c o n f l i c t i n g  r e s e a r c h  on t h e  way i n  which t h e s e  types  of  
q u e s t i o n s  a r e  answered. About h a l f  of  t h e  r e s e a r c h  says  t h e y  over -es t ima te ;  
about h a l f  t h e  r e s e a r c h  says  they  underes t imate .  I t  a l s o  depends on t h e  beverage 
be ing  consumed. They tend t o  o v e r s t a t e  bee r  and u n d e r s t a t e  wine and s p i r i t s .  
So t h a t  would i n d i c a t e  t h a t  t h i s  i s  a  conse rva t ive  e s t i m a t e .  
Regarding t h e  number of  days t h e y  had been d r i n k i n g  i n  t h e  p a s t  week, 
60% drank a t  l e a s t  two days,  19% drank f i v e  o r  more days .  On any one of  those  
d r i n k i n g  days,  61% had a t  l e a s t  t h r e e  d r i n k s ,  34% had f i v e  o r  more. This  i s  a 
heavy-drinking group. 
Demographically, t h e  ARS group t e n d s  t o  ye s l i g h t l y  younger, wi th  more 
males t h a n  females .  Psycho-graphical ly ,  t h e y  a r e  independent ,  s e l f - a s s u r e d ,  
w i l l i n g  t o  h e l p  c l o s e  f r i e n d s  but  n o t  o t h e r s .  They t end  t o  have more p o s i t i v e  
a t t i t u d e s  toward a l c o h o l .  They a r e  more a p t  t o  be d r i n k e r s  and t o  d r i n k  more 
when t h e y  do d r i n k .  So, we want t o  move more i n t o  t h e  a r e a  of  r e c o g n i t i o n  of  
t h e  p o t e n t i a l  DhlI s i t u a t i o n .  
We wanted t o  f i n d  ou t  t h e  s i t u a t i o n  i n  which d r i n k i n g  occurs .  One 
of t h e  most i n t e r e s t i n g  t h i n g s  we found o u t  was t h a t  t h e  women d r i n k  almost always 
wi th  men and t h a t  54% of  t h e  t ime men d r i n k  wi th  women. So t h e  " P a i n t i n g  Classf1  
s p o t  t h a t  we p resen ted  d e p i c t s  r e a l l y  o n l y  about 5% of  t h e  p o p u l a t i o n  (women 
d r i n k i n g  w i t h  o t h e r  women). 
There i s  some evidence h e r e  t h a t  t h e  woman problem d r i n k e r  o r  a l c o h o l i c  
o f t e n  d r i n k s  a lone ,  too .  Notice t h a t  57% of t h e  ARS people  d r i n k  i n  somebody's 
home, 29% d r i n k  i n  b a r s  o r  r e s t a u r a n t s ,  11% i n  some type  of o u t s i d e  s i t u a t i o n  
(boat ,  e t c  .) , and 3% d r i n k  i n  c a r s .  
Seventy pe rcen t  agreed t h a t  a person who i s  drunk cannot  compensate 
f o r  it when he  d r i v e s .  Only 39% be l i eved  it  i s  dangerous t o  d r i v e  a c a r  a f t e r  
on ly  1-2 d r i n k s .  So I t h i n k  we w i l l  have a hard  t ime convincing them o the rwise ,  
s i n c e  t h a t  i s  what t h e i r  exper ience  t e l l s  them. Regarding t h e  s t a t ement ,  llOut 
o f  eve ry  10 a c c i d e n t s ,  f i v e  a r e  caused by d r i n k i n g  d r i v e r s , "  80% knew t h a t .  
70% knew t h a t  t h e  o n l y  way t o  t e l l  if a person i s  l e g a l l y  drunk i s  by a sample 
o f  a l c o h o l  i n  t h e  b lood.  55% b e l i e v e d  t h a t  problem d r i n k e r s  cause  more a c c i -  
d e n t s  than  s o c i a l  d r i n k e r s .  70% b e l i e v e d  t h a t  a person can be drunk and no t  
s t a g g e r  o r  s l u r  h i s  speech.  48% agreed t h a t  it i s  easy  t o  t e l l  when somebody 
h a s  had t o o  much t o  d r i n k .  39% agreed t h a t  i t ' s  easy  t o  t e l l  i f  a  person i s  
drunk even i f  you d o n ' t  know him wel l .  So t h e y  cannot d iagnose  t h e  ARS s i t u a -  
t i o n ;  t h e y  cannot t e l l  when t h e y  need t o  a c t .  
--Comment--It could be a  f u n c t i o n  of c u r r e n t  a d v e r t i s i n g  too .  The f a c t  t h a t  
we ' re  t r y i n g  t o  convince people t h a t  "drunk" i s  what you s e e ,  whereas " i n t o x i -  
cated" i s  what ' s  i n s i d e  of you and you need a  blood a lcoho l  t e s t  t o  determine 
t h a t .  
--Reaction--To t h e  degree  t h a t  t h i s  might r e f l e c t  our  a d v e r t i s i n g ,  we haven ' t  
used a  BAC theme, but  we have done a  l o t  of ads  wi th  t h e  problem d r i n k e r  theme, 
and t h e y  seem t o  have picked up on t h a t .  
I n  terms of misconceptions t h e  r,espondants may have,  8% b e l i e v e  t h a t  
mixing d i f f e r e n t  d r i n k s  can i n c r e a s e  t h e  e f f e c t  of a l c o h o l .  70% b e l i e v e  t h a t  a  
can o f  b e e r  i s  l e s s  i n t o x i c a t i n g  t h a n  an average d r ink .  They s e e  b e e r  a s  soda 
Fop. 
The i n t e r v i e w e r  asked t h e  q u e s t i o n  "Wlqat i s  your exper ience wi th  t h e  
a c t u a l  need t o  t a k e  immediate  countermeasure^?^^ Only 43% perce ived  themselves 
t o  have been i n  t h e  s i t u a t i o n .  Rut, when t h e y  were, 74% of t h a t  group d i d  t a k e  
some a c t i o n ,  So t h e y  a r e  w i l l i n g  t o  a c t ;  t h e y ' r e  j u s t  no t  q u i t e  tuned- in  t o  
p e r c e i v i n g  t h e  s i t u a t i o n .  Of t h a t  43% who perceived themselves t o  be i n  t h e  
s i t u a t i o n ,  i n  79% of t h e  c a s e s  it was wi th  a  c l o s e  f r i e n d  o r  r e l a t i v e  and i n  
41% of  t h e  occas ions  it was i n  a  b a r  of p u b l i c  d r i n k i n g  p lace .  Otherwise,  t h e  
s i t u a t i o n  took p l a c e  i n  a  f r i e n d ' s  home (40%) o r  i n  t h e i r  own home (19%).  Act ions  
t aken  included:  o f f e r  t o  d r i v e  t h e  o t h e r  person home, 56%;  p h y s i c a l l y  r e s t r a i n  
t h e  pe rson ,  19%; t r y  t o  d i suade  t h e  person from d r i v i n g ,  18%. The reasons  given 
f o r  having taken no a c t i o n  were t h e s e :  35% s a i d  t h e y  weren ' t  s u r e  what could be 
done; 33% s a i d  t h a t  t h e  person never l i s t e n s  t o  anyone; 28% weren' t  s u r e  how t h a t  
person would r e a c t .  
Only two out  o f  t e n  of t h e s e  involved people  have recognized t h e  poten- 
t i a l  DWI s i t u a t i o n  i n  t h e  p a s t  y e a r ,  i n  s p i t e  of f requen t  s i t u a t i o n s  where a  
p o t e n t i a l  DWI was involved.  Those who d i d  not  t a k e  a c t i o n  f a i l e d  t o  do so  mainly 
because t h e y  j u s t  d i d n ' t  know what t o  do. 
In  o r d e r  t o  f i n d  ou t  what t h e y  might be expected t o  do,  we looked a t  
t h r e e  a s p e c t s - - t h e  p l a c e ,  t h e  r e l a t i o n s h i p  wi th  t h e  pe r son ,  and t h e  t y p e s  of 
countermeasures t h a t  might be t aken .  Of t h e  countermeasures ,  80% s a i d  t h e y  
would be  most l i k e l y  t o  o f f e r  a  r i d e  home; 65% s a i d  t h e y  would be w i l l i n g  t o  
i n v i t e  a g u e s t  t o  s t a y  o v e r n i g h t .  (This a p p l i e s  t o  c l o s e  f r i e n d s  o r  r e l a t i v e s ,  
no m a t t e r  where t h e y  were d r i n k i n g . )  38% s a i d  t h e y  would c a l l  a  t a x i ;  32% 
o f f e r e d  t o  d r i v e  home someone t h e y  had j u s t  met. 
I n  terms of  p r e p a r a t o r y  a c t i o n s ,  t o  p reven t  t h i s  s i t u a t i o n ,  52% s a i d  
t h e y  would be  w i l l i n g  t o  s e r v e  food a t  p a r t i e s  wi th  t h e  d r i n k s  t o  r educe  t h e  
e f f e c t  of  a l c o h o l .  That was c l e a r l y  t h e  s t r o n g e s t  r e sponse .  36% s a i d  t h e y  
would t r e a t  t h e  s u b j e c t  of  a l coho l  s e r i o u s l y  when t a l k i n g  about i t ,  e s p e c i a l l y  
when o t h e r s  were making l i g h t  of  i t .  33% s a i d  t h e y  would exclude a  heavy d r i n k e r  
from p a r t i e s .  17% would p l a n  f o r  a l t e r n a t e  t r a n s p o r t a t i o n  o r  p rov ide  overn igh t  
accommodations. 9% would make use  of p a r t y  f a v o r s  which u rge  r e s p o n s i b l e  d r i n k i n g ,  
o r  d i s t r i t u t e  a  t e s t  dev ice  t h a t  would i n d i c a t e  when it was dangerous t o  d r i v e .  
To sum up,  80% w i l l  o f f e r  a  r i d e  home; 65% w i l l  i n v i t e  a  f r i e n d  t o  s t a y  over ;  
36% w i l l  t a k e  t h e  keys away from a  c l o s e  f r i e n d  o r  r e l a t i v e ;  255 w i l l  p h y s i c a l l y  
r e s t r a i n  a  c l o s e  f r i e n d  o r  r e l a t i v e ;  v i r t u a l l y  no one would c a l l  a  cop. 
We asked t h e i r  op in ion  of t h e  l i k e l i h o o d  t h a t  t h e  problem d r i n k e r /  
t e e n a g e r / s o c i a l  d r i n k e r  w i l l  have an a c c i d e n t  r e s u l t i n g  i n  dea th  o r  s e r i o u s  
i n j u r y .  C l e a r l y ,  t h e y  s e e  t h e  problem d r i n k e r  a s  t h e  one who w i l l  g e t  i n  t r o u b l e .  
26% o f  t h o s e  in te rv iewed  s a i d  t h e y  know a  problem d r i n k e r .  Next we asked i f  t h e y  
would t a k e  more a c t i o n  i f  t h e  p o t e n t i a l  drunk d r i v e r  were c h a r a c t e r i z e d  a s  a  
problem d r i n k e r .  22% s a i d  t h e y  would be l e s s  l i k e l y  t o  a c t .  16% s a i d  t h e y  would 
l i k e l y  u s e  v a r i o u s  suggested countermeasures.  (By t h e  way, our  d e f i n i t i o n  of 
problem d r i n k e r  was a  person whose d r i n k i n g  i n t e r f e r e s  wi th  b u s i n e s s ,  s o c i a l ,  
o r  f a m i l y  l i f e . )  
--Comment--This seems t o  be t e l l i n g  us  two t h i n g s .  They d o n ' t  r e a l l y  seem t o  
be recognizing a  person a s  being i n t o x i c a t e d  u n t i l  he f a l l s  over ;  then t h e y  w i l l  
do something about i t .  And t h e y  d o n ' t  recognize  a  problem d r i n k e r  a s  a  problem 
d r i n k e r  u n t i l  he f a l l s  down. And when t h e y  do recognize  him, t h e y  see  him a s  
a  far-gone a l c o h o l i c  and it s c a r e s  them. 
--Comment--Regarding t h e  21% who s a i d  t h a t  "ll'hen o t h e r  measures f a i l ,  t h e y  w i l l  
c a l l  t h e  p o l i c e  t o  prevent  t h e i r  d r i v i n g , "  I c a n ' t  b e l i e v e  t h a t .  I t  seems t h a t ,  
r e g a r d l e s s  of how you conducted t h i s  survey,  it may be r a t h e r  b i a s e d ,  I t ' s  
d i f f i c u l t  t o  b e l i e v e  t h a t  t h a t  many people would c a l l  t h e  p o l i c e  t o  s t o p  a f r i e n d  
from d r i v i n g .  
--Reaction--That 's  t r u e ,  t o  t h e  e x t e n t  t h a t  t h e r e  i s  a  dichotomy i n  what was 
s a i d  e a r l i e r ,  t h a t  on ly  2% o r  so  would c a l l  a  cop. But maybe t h e y ' r e  saying 
t h a t  f o r  a  problem d r i n k e r ,  218 w i l l  c a l l  a  cop when o t h e r  measures have f a i l e d .  
Th is  i s  a  completely d i f f e r e n t  ques t ion  t h e n - - i t ' s  a  completely h y p o t h e t i c a l  
s i t u a t i o n .  They a r e n ' t  saying t h e y  would c a l l  a  cop-- jus t  t h a t  t h e y  would be 
more l i k e l y  t o  do it i f  t h e y  perceived a  problem d r i n k e r  i n  t h a t  s i t u a t i o n .  
There was some very  i n t e r e s t i n g  segmentation done wi th  v a r i o u s  groups 
i n  terms of t h e i r  wi l l ingness  t o  t a k e  a c t i o n ,  We found t h a t  t h e  t a r g e t  f o r  our 
communications i s  no t  a l l  a d u l t s ,  but  those  who a r e  f r e q u e n t l y  i n  a lcohol-  
r e l a t e d  s i t u a t i o n s .  The focus  on t h e  problem d r i n k e r  t ends  t o  l i m i t  t h e  poten- 
t i a l  f o r  pe rsona l  countermeasure a c t i o n ,  because only  h a l f  of t h e  group know a  
problem d r i n k e r  and because t h e  problems of  problem d r i n k e r s  seem t o  be much 
more deep-seated.  People f e e l  t h a t  i f  t h e s e  people need t r e a t m e n t ,  it i s n ' t  
t h e i r  problem. C e r t a i n l y  nothing can be done i n  a  s o c i a l  s i t u a t i o n .  
The key countermeasures seem t o  be immediate a c t i o n ,  such a s  o f f e r i n g  
t o  d r i v e  o r  o f f e r i n g  a  p l a c e  t o  s t a y  overn igh t ,  not  pre-planned measures. 
These l a t t e r  had some p o t e n t i a l ,  but  more so  f o r  a  c l o s e  f r i e n d  o r  r e l a t i v e ,  
not  f o r  acquaintances .  The t a r g e t  f o r  our program could be f u r t h e r  r e f i n e d  by 
unders tand ing  t h e  t y p e s  of a c t i o n  t h a t  c e r t a i n  groups a r e  w i l l i n g  t o  t a k e ,  so  
t h a t  we should  no t  t a r g e t  our countermeasure communications t o  a l l  a d u l t s .  
There a r e  f o u r  groups w i t h i n  t h e  ARS segment, c l a s s i f i e d  by t h e i r  
psycho log ica l  p a t t e r n s .  The l a r g e s t  one (Group A)  makes up about  43% of t h i s  
ARS p o p u l a t i o n .  They t end  t o  be a  p a s s i v e  group.  The countermeasures they  a r e  
l i k e l y  t o  t a k e  a r e  t h e  ones I have mentioned. They a r e  no t  going t o  g rab  a  
p e r s o n ' s  keys o r  r e s t r a i n  a  pe r son .  They a r e  going t o  respond i n  a  way t h a t  i s  
s o c i a l l y  a c c e p t a b l e .  The next  l a r g e s t  segment (Group B ) ,  2 7 % ,  i s  t h e  bowling 
a l l e y  crowd--younger, more males,  more group consc iousness .  They a r e  t h e  ones 
who w i l l  g rab  t h e  keys o r  p h y s i c a l l y  r e s t r a i n  somebody. They a r e  n o t  l i k e l y  t o  
do any kind of  pre-planning.  These seem t o  be t h e  two pr imary groups .  Group A 
a r e  what we c a l l  t h e  p a s s i v e  d r i v e r s  and Group B a r e  what we c a l l  t h e  a g r e s s i v e  
r e s t r a i n e r s .  Group C a r e  t h e  cqu t ious  p re -p lanners  ( b a s i c a l l y  u n w i l l i n g  t o  
t a k e  any immediate a c t i o n ) .  F i n a l l y  Group D a r e  t h e  l e g a l  e n f o r c e r s .  They have 
a  h igh w i l l i n g n e s s  t o  t a k e  most a c t i o n  and a r e  s o  tuned i n  t o  t h e  problem t h a t  
t h e y  w i l l  p robably  p ick  up on t h e  message concerning i d e n t i f i c a t i o n  of t h e s e  
i n d i v i d u a l s  even i f  t h e  message i s  no t  s p e c i f i c a l l y  t a r g e t e d  a t  them. 
So ,  a l l  of  our  evidence shows t h a t  t h e s e  people  a r e  b a s i c a l l y  w i l l i n g  
t o  t a k e  some form of  a c t i o n .  They d o n ' t  know how t o  recogn ize  t h e  p o i n t  a t  which 
a  pe r son  i s  s o  impaired t h a t  a c t i o n  should  be t aken .  They underes t ima te  t h e  
i n t o x i c a t i n g  e f f e c t s  of  bee r  and wine. They t h i n k  b lack  c o f f e e  and showers a r e  
sober ing  countermeasures.  Thus, t h e  prime o b j e c t i v e  of communication should  be 
t o  show peop le  how t o  recogn ize  t h e  s i t u a t i o n  i n  which t o  a c t .  However, t h e  
a c t i o n s  t h e y  a r e  w i l l i n g  t o  t a k e  a r e  l i m i t e d .  People should  be  persuaded t o  
t a k e  a c t i o n s  t h a t  have t h e  h i g h e s t  p o t e n t i a l  ( o f f e r  t o  d r i v e ,  i n v i t e  t o  s t a y  
over ,  c a l l  a  t a x i ) .  
--Comment--At whom a r e  you aiming t h e s e  a d v e r t i s i n g  campaigns? What l e v e l  o f  
t h e  popula t ion  a r e  you t r y i n g  t o  g e t  a t ?  I t  seems t o  me t h a t  t h e y  r e f l e c t  a  
p a r t i c u l a r  c l a s s .  There might be a  r e a l  d i sc repancy  i n  how t h e  messages a r e  
pe rce ived  by people  i n  o t h e r  c l a s s e s .  When we t a l k  about l e a r n i n g  new responses  
t o  t h e  s i t u a t i o n ,  we a r e  t a l k i n g  about behav iora l  changes and c o g n i t i v e  
l e a r n i n g .  Th is  i s  an emotional kind of l e a r n i n g - - i n c r e a s i n g  o n e ' s  c o g n i t i v e  
awareness o f  what a l t e r n a t i v e s  t h e r e  a r e .  This  d o e s n ' t  s a y  how t h e  person w i l l  
r e a c t  when he i s  a c t u a l l y  i n  t h a t  s o c i a l  s i t u a t i o n .  I t ' s  g r e a t  t h a t  t h e y  know 
t h o s e  a l t e r n a t i v e s ,  but when t h e y  a r e  i n  t h a t  s i t u a t i o n ,  when a  t eenager  i s  
ou t  t h e r e  d r i n k i n g ,  even if he does have a  f r i e n d ,  i s  he r e a l l y  going t o  a c t  
t h a t  way? But I r e a l l y  would l i k e  t o  s e e  t h o s e  campaigns d i r e c t e d  a t  o t h e r  
c u l t u r e s  and a l s o  a t  o t h e r  emotional l e v e l s .  
--Reaction--I  completely agree  wi th  your f i r s t  p o i n t .  We a r e  aiming our genera l  
messages a t  t h e  h i g h e s t  pay-off audience.  Rut we agree  t h a t  t h e r e  i s  a  need 
f o r  some segmentation and we a r e  developing campaigns aimed a t  policemen, judges,  
a t t o r n e y s ,  Rlacks, Spanish peop le ,  and youth. On t h e  second p o i n t ,  I a l s o  
a g r e e  t h a t  it  i s  ve ry  d i f f i c u l t  t o  make behav iora l  changes. Yet I t h i n k  t h a t  
some of t h e  informat ion ob ta ined  i n  t h i s  s tudy  does show t h a t  t h e r e  have been 
some behav iora l  changes t h a t  a r e  caused by u s  o r  by o t h e r  s i m i l a r  i n f l u e n c e s .  
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The purpose of l i q u o r  i n d u s t r y  a d v e r t i s i n g  i s  d i f f e r e n t  from what 
o t h e r s  he re  a r e  doing.  We have t o  a s s e r t  a  p u b l i c  p o s i t i o n  on a lcoho l .  People 
ask us  v e r y  d i f f i c u l t  ques t ions  regard ing  t h i s  p o s i t i o n ;  t h e s e  ads se rve  t o  
answer snme of those  ques t ions .  Another p a r t  of t h e s e  ads ,  of l a t e ,  i s  t h e  use 
of f a c t u a l  t i p s  f o r  d r i n k e r s - - l i k e ,  "Drive somebody home" and "Don't f o r c e  
somebody t o  tlrink." People can go t o  a  p a r t y ,  n o t  d r i n k ,  and s t i l l  have a  
g r e a t  t ime; i f  t h e y  don ' t  want t o  d r i n k ,  you shou ldn ' t  f o r c e  them t o - - i t ' s  
t h e i r  p r i v i l e g e .  Also,  t h e s e  ads p r e s e n t  t o  t h e  p u b l i c  our concern with what 
i s  a  ve ry  r e a l  problem--the dangerous minor i ty  of people who abuse a lcoho l .  
The ads a r e  designed t o  provide a  sober  approach t o  an emotional problem. The 
whole a r e a  i s  so  emotional t h a t  it i s  v e r y  hard t o  p r e s e n t  a  c a r e f u l ,  reasoned, 
r e a l i s t i c  approach t o  i t .  Another p a r t  of t h e  a d v e r t i s i n g  i s  t o  t r y  t o  g e t  
o t h e r  people  t o  t a l k  about t h e  problem; t h e r e  a r e  a  l o t  of people who d o n ' t  
Irs all right to offer 
someone a drink. 
It's all wrong to insist. 
It'q a f r~end l j  soc~al custom tc offer guebts a dnnk But 
there i a difference between hospltal~ty and pressuring 
It's a fact that most adults do dnnk  today Sensibli 
and moderate.) 
But you should feel perfectly condonable about ia!lng 
'No, thanks" \Ye, the makers and sellers o id~s t~ : l ec  
spmts, respect ?our wish not to drmk Or nor to drink 
belond a certaln p i n t  
Just  as  you respect the rlght of others to drlnk 
If you choose to drink, drink responsibly. 
There's another limit 
you should know: Your own 
Everybody knows that ~t 's  best not to dnnk before 
d r iv~ng  But everybody also knows that most people drlnk 
and some occas~onally d r~ve  afterwards 
So, many sbfety officials nou sas  "If\.ou dl, dnnk before 
IS  not the moderate ioclal drike; ,  but the problem 
' 
drinker Because most of us, fortunately, stay 
u ~ t h ~ n  our l lm~ts  
But ~f you can t h ~ n k  of anyone who could use a little 
gudance,  rend for our booklet."Knoa Your L l m ~ t a '  It 
includes the latest ~niornatlon on thls subje< t and ~ t ' s  free 
for the un t ing  
If you choose to drink drink responsibly. 
want to believe that it exists. At least if we can get people talking, that's 
the right direction. They may then get involved in community programs and try 
to do something. 
--Comment--There has been a push, in various stages of the ASAPs, to respond to 
people through alcoholic beverage outlets. One of the AS.9Ps printed some 
materials on brown bags. I am curious about what the reaction of the industry 
would be to a small flyer going with a bottle when it is sold. It's my opinion 
that if a flyer of that type went along with the high-class alcoholic beverages, 
it might be read and paid attention to. 
--Reaction--The problem with that is that it is up to the individual manufac- 
turers to include such a flyer with their product. The producers only deal with 
the beverage itself, not with its packaging. But there are an increasing number 
of flyers being distributed around the country--many through beverage outlets. 
--Question--But would DISCUS recommend to the manufacturers that this 
information be passed along to the distributors? 
--Answer--A similar program, which we endorse, is being developed 
in New York State right now. But something along that line, on a 
national scale, might be a possibility. 
--Comment--First of all I would question whether putting such flyers with 
"high  class^^ alcohol is the way to go, because I wonder if the people who get 
into trouble would be drinking that kind of liquor. Another point is that, in 
studies of young drivers done in Canada by Schmidt and others, it seems to be 
consumption on the premises (in bars, restaurants, etc.) that has increased. 
I suspect that that is true in Michigan also. 
--Reaction--As I said before, DISCUS is testing a program of this type in New 
York in cooperation with wholesalers, directed at legal-age young drinkers. 
We're putting a very attractive display right next to the cash register in 
package liquor stores. 
--Question--Can you speak briefly about how the local representatives 
of your industry use materials produced at the national level? Is 
there resistance? Are they supportive? 
--Answer--We are constantly amazed at the amount of support by both 
regional and local people in specific programs. Specifically, we have 
been doing a lot of work with the Vermont ASAP, and we try to cooperate 
with the other programs as well. 
--Comment--I attended a meeting of the hlichigan Licensed Beverage Association 
and I came away from it dismayed that at the local level there is not the same 
sense of responsibility displayed that is detected here. 
--Reaction--It varies from state to state and community to community. You 
find, for example, that the Wisconsin Tavern League could not be more supportive 
of alcohol/pu~lic information campaigns, yet other states feel that selling 
liquor is their business, not selling alcohol responsibility campaigns. It 
depends on the leadership of local organizations. 
We have limited our national advertising to only a few magazines but, 
provided we can get the money, we are looking into expanding this. One specific 
group that -e are trying to reach is young adults, which we define as 18-20 
(rather than 18-24). How can we reach tllem? 
--Comment--You have a real problem, since you can't use broadcast cedia. 
--Reaction--That is a problem, but that is a voluntary practice. Licensed 
beverages pulled out of national television in 1936. 
--Question--What is your messsze for these young adults? 
--Answer--It is basically a variation of the same theme we've been 
using, "If you choose to drink, be careful.1t 
--Comment--1 seriously doubt that you can reach the young population through 
the mass media and be effective. I don't think that particular campaign is 
going to work, nor do I think any cautionary message is going to work. I 
Maybe YOU never smke 
to him about drinking. a l s o  think t h a t  t he re  a r e  some b i g  
But you've w d  him ple-~y, problems with the  youth r ad io  spots  we've 
j u s t  heard. When I heard them, I thought 
llThose a r e  going t o  s e l l  wine." Then I 
t r i e d  t o  f i gu re  out why t h a t  was one 
of my o r ig ina l  reac t ions .  One of t h e  
f a c t o r s  i s  t h a t  they sound l i k e  wine 
adver t i s ing  heard on radio-- the ones with 
On the subject ofdnnklng, ~ t ' s  not only what you say. 
~ t ' s  hoa you act 
In the family and community where sol~d values and 
t he  folk/rock s inging group. I r eca l l ed  
moderation are a way of l ~ f e ,  youngsters develop a aense 
of responsibility towards I~quor- and l~vlng 
~f some day they dec~de to use Ilquor, chances are they'll some research  t h a t  I d id  f o r  HEW on 
use common sense with ~t They won't try to twist the 
arms of frlends who choose not to drink And ~f any friend 
constantly &Inks too much. they'll figure ~ t ' s  a slgn oc drug-abuse education. We found the re  i s  
s~ckness. not mach~smo 
For young and old, the same basic princ~ple appl~es 
lf you choose to drlnk, drink responsibly. a very r e a l  p o s s i b i l i t y  t h a t  young people 
r eac t  t o  ads by f u r t h e r  experimentation, 
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e f f e c t .  I think t h a t  whenever we t r y  t o  reach young people through the  mass 
media with a b a s i c a l l y  caut ionary message, we're taking some very b ig  r i s k s .  
We're running the  r i s k  of encouraging You're old enough to drink. 
r a t h e r  than discouraging dr inking.  But are YOU mature enough? 
--Comment--One DISCUS ad reads "You're 
old enough t o  dr ink but a r e  you mature 
enough?" That i s  r i g h t  i n  t h a t  mar- 
k e t .  I somewhat agree, but i f  t h e  
consumption-on-premises idea i s  r e a l ,  
i t ' s  not t he  media t h a t  w i l l  get  them, 
Thelegal votlng age has been lowered recently 
i t ' s  t h e  bars .  Since the  lowered lega l  
dr inking age i n  Michigan, t he  atmos- 
phere i n  ba r s  has changed--there a r e  
many more young high school s tudents  
So haq the lepal d~inklng age In many areas 
Both t~entl.  ihoivg~oiiing confidencein thematurity of 
oui Ioune c~tlzens . ,, 
But \ n t h  ecelv ~ ~ ~ ~ i l e e e c o n ~ e c a  ~ e s ~ o n s ~ b i i ~ t ~  . .  - 
Young men and women who choose to exerclse the 
p in  llege of .oc~al dl lnklng, should 1ea1n to exeiclse a sense 
of ~ e i p o n s ~ h l l ~ t y  -\hoveall, the) .hould not p~essure  
f~iendanhochoosenot odiink 
T h ~ i n e n g e n e ~ a t l o n  15 thebeqt-~nformed, bect-educated 
In our h ls to~ y )Ye hope ~t will d ~ ~ n k ~ e s p o n s i h l y  Thevas t  
m a j o ~  t y  of older Arne1 Icans do 
If you choose to drlnk, drink responsibly. 
t h e r e .  
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- -React ion-- I  ag ree  wi th  you t h a t  t h i s  may no t  be t h e  way t o  approach them, 
but t h e n  how i s  it done? I can s e e  t h a t  i t  w i l l  t a k e  a  l o t  o f  s tudy .  
--Comment--The emphasis i n  many of t h e  ASAPs and DISCUS i n  "Know your l i m i t s "  
campaigns i s  t h e  i m p l i c a t i o n  t h a t  t h e r e  a r e  c e r t a i n  s t a n d a r d s  f o r  behavior  and 
l i f e - s t y l e .  My f e e l i n g  i s  t h a t  t h i s  i s  a  b e t t e r  way t o  go than  t h e  BAC con- 
c e p t  of  l i m i t i n g  t h e  number of d r i n k s  p e r  hour .  I t  h a s  t o  do wi th  t h i s  i s s u e  
of  how t o  reach  young p e o p l e .  Maybe t h i s  i s  t h e  way f o r  u s  t o  go. I  d o n ' t  
s e e  t h e s e  messages a s  c a u t i o n a r y .  I t  h a s  t o  do wi th  looking good t o  o t h e r  
p e o p l e .  I t ' s  e a s i e r  t o  s e l l  l l look ing  good" than  c a u t i o n .  The t l i f f i c u l t  
t h i n g  i s  t o  convince young people  t h a t  "looking good" means not  having f i v e  
d r i n k s  and t h e n  t r y i n g  t o  d r i v e .  Yet t h i s  h a s  t o  be  done i n  a  way t h a t  d o e s n ' t  
sound preachy.  
The o t h e r  major group DISCUS i s  aiming a t  i s  women. Th i s  i s  d i f f i c u l t ,  
t o o ,  s i n c e  t h e y  have s o  many d i f f e r e n t  r o l e s  and v o i c e s .  I t  used t o  be t h a t  
t h e y  could  be reached by Red Book o r  C o l l i e r ' s ,  b u t  t h a t ' s  changes now. 
--Comment--An i d e a  used i n  our  a r e a  was g e t t i n g  high school j u n i o r s  and s e n i o r s  
t o g e t h e r  and ask ing  them how t h e y  r e a c t e d  t o  a p a r t i c u l a r  theme o r  message. 
One approach t h a t  seemed t o  appeal  t o  them was t h e  theme "llom and Dad h iow 
it every  day; d o n ' t  you, t o o . "  
The new DISCUS theme says  t h a t  you should  not  on ly  be r e s p o n s i b l e  t o  
y o u r s e l f ,  bu t  i n  what you do t o  o t h e r  people  a s  w e l l .  The two a r e  interwoven,  
i n  my op in ion .  One of  our  former ads  was t i t l e d  "The h o s t e s s  who pours  t h e  
mos tes t  i s  a  poor h o s t e s s . "  Wetre t r y i n g  t o  convince people  t h a t  they  have 
a  r e s p o n s i b i l i t y  a s  a  hos t  o r  h o s t e s s  j u s t  a s  a  b a r t e n d e r  has  a  l e g a l  r e s p o n s i -  
b i l i t y  t o  s t o p  s e r v i n g  d r i n k s  t o  an i n t o x i c a t e d  pe r son .  
Another problem t h a t  we a r e  having i s  t h a t  t h e r e  a r e  s o  many " i n f l a t e d "  
s t a t i s t i c s  now about d r i n k i n g  and d r i v i n g  and abus ive  d r i n k i n g .  3 e f o r e  long,  
a l l  o f  u s  a r e  going t o  be f a c i n g  t h e  problem of p u b l i c  c r e d i b i l i t y .  People a r e  
not  going t o  know which v o i c e  t o  l i s t e n  t o .  I'm no t  saying we should a l l  band 
t o g e t h e r  and accep t  t h e  same s t a t i s t i c s .  I'm j u s t  suggest ing t h a t  i t  might 
become a problem. 
--Comment--During t h e  age-of-major i ty  s tudy,  we c o l l e c t e d  c r a s h  d a t a  from seven 
s t a t e s .  Every s t a t e  measured a l c o h o l / c r a s h  involvement d i f f e r e n t l y .  
--Comrnent--There i s  a l s o  t h e  problem of v a r i o u s  d e f i n i t i o n s  of a problem 
d r i n k e r .  He might be considered one i n  t h e  U .  S . ,  but  not  i n  Canada. 
--Reaction--That 's  t r u e ,  but I  d o n ' t  t h i n k  t h e r e  i s  a s o l u t i o n  t o  t h a t ,  not  
on an  i n t e r n a t i o n a l  s c a l e .  The c u l t u r a l  b i a s e s  a r e  t o o  d i f f e r e n t .  
--Question--Are you sugges t ing  t h a t  t h e  p u b l i c  i s  e i t h e r  being con- 
fused o r  mis led about t h e  e x t e n t  of a lcohol  abuse? 
--Answer--Perhaps confused, but  no t  d e l i b e r a t e l y  mis led.  The problem 
i s  ve ry  simple--everybody b e l i e v e s  i n  h i s  own system of measuring. 
U n t i l  t h e r e  a r e  s t andards ,  everybody i s  going t o  come up wi th  a 
d i f f e r e n t  answer t o  t h e  same ques t ion .  
--Comment--I t h i n k  t h a t  i f  we had a u n i v e r s a l  s t andard ,  i t  would not  h e l p  
much i n s o f a r  a s  changing p u b l i c  response.  
--Reaction--Perhaps t h a t ' s  r i g h t .  I t ' s  t h e  o ld  ques t ion  o f  "What i s  a drunk?" 
I'm s u r e  t h a t  i f  I asked each one of you s e p a r a t e l y ,  you would each have a 
d i f f e r e n t  answer. But how does t h e  p u b l i c  know which one of those  answers 
i s  t h e  r i g h t  one? 
--Question--Do you t h i n k  i t ' s  important t h a t  t h e y  know? 
--Answer--I t h i n k  i t ' s  important t h a t  t h e r e  i s  a g e n e r a l l y  accepted 
s tandard ,  not  j u s t  f o r  "drunk," but  f o r  anything.  
--Comment--Here is  an example. There is. a r e a l  problem with NI.44A and NHTSA 
campaigns which has  j u s t  been discovered by r e c e n t  r e s e a r c h .  NIAAA i s  t r y i n g  
t o  g e t  a lcohol ism t o  be seen a s  a d i s e a s e ,  and t h a t ' s  accep tab le .  NHTSA, on 
t h e  o t h e r  hand, i s  t r y i n g  t o  t e l l  people  about problem d r i n k i n g .  But we f i n d  
out that the term "problem drinkers" is ~:.. .? 'r. 
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mechanisms. So NIAAA is teaching m; :g 
people that alcoholics are sick 
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giving people a kind of social expec- 
tation of what to do for alcohol abuse or 
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is saying that for alcohol a%use you do one thing; another is saying for 
alcoholism you do another thing; an a third campaign is saying for drinking 
drivers you do a third thing. So if one voice is yelling louder than the 
other, you don't get a complete, organized picture. 
--Comment--I don't see any conflict between the NHTSA and NIAAA campaigns. 
~ o s t  of NIAAA1s materials are not offering suggestions. I don't see it as 
counter-productive at all. 
--Comment--It's not so much counter- 
productive or conflicting as it is a mt5P. , iiax, jiiel, : :.:Q;e;";5:~;~+;i~a~i;:;?;Ln ;;.;.;;.;'"I~~ T ~ N ~ ~  d " a  
PB.WUI. ,? 1." 
different emphasis and priority. I 'm 
concerned about they're not being 
4 I l d  : t O Y l d " C I  die, s:: 
,eai' aha; xor ld we co,  
I h0:h-rg i 6 .  WmLd r e  proten: ,he 
elreare 
organized. When they hit hard on 
treating alcoholism as a disease, 
they may convince some that that is the 
only problem. 
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--Question--Maybe we've over-sold alcoholism as a disease. People 
say they clon't know any sick, diseased people, yet they may very 
well know a problem drinker and not recognize it. How do you tell 
your buddy he's a drunk? 
--Answer--The first thing you do is to make the word socially 
acceptable. You call him a I1problem drinker" instead of a "drunk. l 1  
--Comment--There really is a problem using labels. I can appreciate why NIAAA 
was so upset with NHTSA1s first campaign, which was "Get the problem drinker 
off the road.'! They had spent years trying to convince the public that the 
problem drinker has to be helped and brought back into society. 
--Comment--So if they look at NIAAA1s ads and NHTSA1s ads--and know both 
organizations are part of the government--they wonder what is going on--how 
two governmental organizations can have different messages. Yet that's sub- 
stantially what they've suspected all along--that branches of government never 
talk with one another. 
MINISTRY OF TRANSPORTATION AND COMMUNICATIONS 
--Terry  Smutylo, Bess Wares, and Frank Hammond 
I n  t h e  l a s t  two weeks of 1973, t h e  Onta r io  M i n i s t r y  o f  T r a n s p o r t a t i o n  
and Communications became involved i n  a  d r i n k i n g / d r i v i n g  campaign. The i d e a  
was t o  invo lve  people a t  t h e  community l e v e l  i n  a lcoho l  countermeasures pro-  
grams. I t  was a  p i l o t  p r o j e c t  t o  develop a  s e t  of techniques  f o r  mobi l i z ing  
t h e  community t o  encourage t h i s  type of campaign throughout t h e  p rov ince .  
Qui te  l a t e  i n  t h e  planning s t a g e s ,  it was decided t o  e v a l u a t e  t h e  campaign. 
A r e s e a r c h  des ign  was imposed on t h e  o r i g i n a l  i d e a .  That was q u i t e  a  revo lu-  
t i o n a r y  move f o r  Ontar io .  The campaign was c a r r i e d  ou t  i n  n i n e  campaign c i t i e s  
which were matched with n i n e  o t h e r  c o n t r o l  c i t i e s .  The two groups were matched 
f o r  t o t a l  popu la t ion ,  were geograph ica l ly  i n t e r s p e r s e d ,  and d i d  n o t  over lap  
a s  f a r  a s  r a d i o  b roadcas t  a r e a s  were concerned. The r a t e  of a lcoho l  invo lve-  
ment i n  c r a s h e s  was a l s o  matched. We t r i e d  t o  c o n t r o l  f o r  t y p i c a l  t y p e s  of 
i n t e r f e r e n c e s  (e .g . ,  snow s torms,  h i s t o r i c a l  even t s )  by mixing t h e  c i t i e s .  
We had independent random s a ~ p l e s  both  be fore  and a f t e r  t h e  campaign, us ing  
e x a c t l y  t h e  same e v a l u a t i o n  t o o l  i n  an a t t empt  t o  account f o r  ins t rumenta t ion  
v a r i a t i o n s .  I n  t h e  p re -  and post-campaign t e s t s ,  we asked some demographic 
q u e s t i o n s  s o  t h a t  we could t e s t  f o r  comparisons based on age, sex,  occupat ion,  
e t c .  
As I have s a i d ,  t h e  idea  was t o  involve t h e  community a s  much a s  
p o s s i b l e .  The F l in i s t ry  has  a  group of Pub l ic  S a f e t y  Consu l tan t s  (PSCs) s k i l l e d  
i n  p u b l i c  r e l a t i o n s  work, p u b l i c  speaking,  d e a l i n g  with l o c a l  law o f f i c i a l s ,  
d ip lomat ic  maneuvering, e t c .  They a l s o  have exper ience i n  i n t e r p r e t i n g  s t a t i s -  
t i c a l  informat ion f o r  t h e  l o c a l  media. They ac ted  a s  l i a i s o n s  between t h e  
M i n i s t r y  and t h e  campaign c i t i e s .  
The idea was that the Ministry would supply basic campaign materials 
and contribute toward the purchase of media time. We used billboards, radio, 
newspapers, and handouts of various kinds. The Ministry designed and produced 
the materials. Some of them were late; that was one of the main complaints 
of those who were actually on the firing line. The materials were fairly 
general and aimed at providing information and promoting alternative behavior. 
The PSCs encouraged local involvement in this program--development 
of local materials, exploiting local talent and ideas. This was done to com- 
pensate for the problem that was raised this morning--that if there is a 
local person who will be recognized by the public or if there is a local setting 
or problem regarding alcohol and highway safety, that should be used in local 
materials. Another idea was to generate local newsworthy events revolving 
around the idea of alcohol countermeasures. In one town, a drink-in was held 
where a breathalyzer was present. It was broadcast live. In another town, a 
local cartoonist developed some materials. 
The evaluation component was a telephone survey conducted prior to 
and immediately after the campaign. The survey was contracted to a company 
working in that field. The instrument itself was designed by llTC in cooperation 
with the Addiction Research Foundation of Ontario. 
Briefly, this is wAat the campaign involved. The PSCs went into the 
cities and tried to identify local active citizens and then tried to snow-ball 
the involvement. Gradually a committee was formed and a kick-off dinner was 
held to raise funds for the campaign and to raise the consciousness of the 
committee members. Then the committee was left on its own and it met the press, 
describing the campaign. They also got involved in panel shows. The PSCs then 
provided only technical advice and assistance, money and materials. They also 
guided the activities to fall within the basic research design, 
One of t h e  problems with the  
mater ia l s  was t h a t  we had two spon- 
sor ing organizations--MTC and the  
Addiction Research Foundation-- 
meaning t h a t  t he  ad agency had two 
c l i e n t s  t o  s a t i s f y .  The Addiction 
people had a  d i f f e r e n t  aim than we had 
Our objec t ive  was t o  provide people 
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t m  much and see0 too H e  Or ask jcmeone ,whos sure to stay sober lf he I1 
Yod I probably suwlvetiough bezause Qlve you a H 
most of the tme the pan 1s prety mnor Even f you take cabs lo and from 
cor13a'ed to the aeasure every ~palyyob go to t cost yod less lhan 
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when they've had to0 much t o  dr ink t o  dr nn at Ard a t ~ n e  your bsdy car  only tandeone 
~ e o p e  I yo. t i e  reon S O C I ~ I  a c e t  pressure Th  trdth s t30  stnat nuch there t ll are 
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t a lk ing  moderation, but we had t o  be The Ontarlo M~nlstty of Transportation and Commun~cat~ons and the Addlctlon Research Foundat~on wlsh vou a ha~ov, safe holldav 
very ca re fu l  how we worded t h e  ads,  because we d i d n ' t  want t o  give the impression 
t h a t  it was a l l  r i g h t  t o  dr ive  a f t e r  two drinks.  The emphasis was on the  
pos i t i ve  approach t o  avoiding the  drunk dr iv ing  problem through noderation of 
dr inking p r i o r  t o  dr iv ing  and through use of a l t e r n a t i v e  t ranspor ta t ion .  The 
end r e s u l t  was t h a t  when the  PSCs got out i n  the f i e l d ,  because the adver t i s ing  
was help up, the  mater ia l s  f o r  t h e i r  campaigns were not ava i l ab l e  when they 
were needed. 
--Ouestion--Are YOU 
HOWareYOU S a ~ . k a a a . - ~ w h m o f C m u m  d r , w h ~ l ~ & - w a n m ~ a k ~ l ~  PLAN AHEAD 
ama toaet home safdy soYOUm? have 
hrn-~o i~by p a w ?  - to dnve home! 
required t o  produce your 
ma te r i a l s  in-house, or  do 
you use a  commercial 
p r i n t e r ?  
--Answer--We use a  A ~ ~ ~ ~ c  lo ha". your 
TEENAGER come 
and d,,". sou home 
commercial p r i n t e r .  However, Us* a CAB 
we do have some f a c i l i t i e s  f o r  p r in t ing  in-house. For ins tance  a  calendar which 
was produced f o r  s t a f f  use was reproduced f o r  t he  general publ ic  a s  a  place mat 
without t he  calendar ,  but using the  same graphics.  
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THE HOunNPA#rY summ!ifw@ The actual campaign material provided 
information. One poster was displayed in 
stores in prominent places where people 
would come in and spin the dial. Our news- 
I paper ads had too much copy. We had a 1 
\ 
major hassle regarding how far the govern- 
ment could go on a Ifrule of thumbf' for 
drinking and driving. All we needed was 
The Ontano Min~stly of Transpoftat~on and Commun~cat~ons for one person to have an accident after two 
and the Add~ction Research Foundat~on w~sh you a happy, safe hol~day 
drinks and after having read this--thinking 
he should have been all right. 
--Question--What was the "rule of thumb" you used? 
--Answer--We provided a lot of copy to describe that rule--including 
that it takes the body about an hour to absorb one drink. So the 
rule was one drink per hour. We were trying to provide guidelines 
for when you should and shouldn't drive. 
--Comment--But that's only true when a person weighs over 200 pounds. With a 
100-pound person, it takes two hours to get rid of the alcohol. 
--Reaction--This was done on the basis of Addiction Research Foundation studies. 
--Question--What was the time period for the campaign? 
--Answer--The campaign ran from 10 December through 31 December 1973. 
1Ve also used billboards which tied in with the radio announcements. 
You can see that we went off on different tangents. This was a problem--we 




When you drink, leave the carat home. 
--Question--How long d i d  it t a k e  from t h e  t ime you s e n t  t h e  PSCs 
i n t o  thc.  c.nmrnllri i t v 1 1 n t  i 1 tlir c.:~~iip:i i ~ 1 1  bc)!:in? 
--Answer--'I'hey were t h e r e  a  couple  o f  weeks be fo re  t h e  campaign 
began.  But t h o s e  people  knew t h e i r  r e s p e c t i v e  a r e a s  w e l l .  
- -Quest ion-- I  can s e e  g e t t i n g  t h e  media involved i n  t h a t  s h o r t  a  
t ime p e r i o d ,  but  not  a r rang ing  t h e  e v e n t s .  
--Answer--All dur ing  t h e  year  we had had road s a f e t y  workshops i n  
t h e  province  and we had had v a r i o u s  a c t i v i t i e s  a t  t h e  community 
l e v e l  and had sponsored l o c a l  s a f e t y  c o u n c i l s .  These l o c a l  s a f e t y  
c o u n c i l s ,  i n  many c a s e s ,  formed a  b a s i s  f o r  programs dur ing  t h i s  
campaign. The PSCs a l s o  monitored a l l  t h e  d r i v e r  educa t ion  programs 
and knew a l l  t h e  r e l a t e d  school  a c t i v i t i e s .  
A major pro5lem was t h a t  we t r i e d  t o  (10  t o o  much i n  too l i t t l e  t ime .  
B a s i c a l l y ,  we d i d  ve ry  we l l  under t h e s e  c i rcumstances .  We bought our  r a d i o  and 
newspaper space  u s i n g  funds from ARF and ?ITC. The l o c a l  campaign was somewhat 
d i f f e r e n t .  In one c a s e ,  bus and cab t r a n s p o r t a t i o n  was provided f r e e  on C h r i s t -  
mas eve and !Jew Year ' s  eve .  So t h i s  type  of a c t i v i t y  was f o s t e r e d ,  t o o .  We 
d i d  run i n t o  a  money h a s s l e ,  i n  t h a t  some o f  our men were pu t  i n t o  t h e  p o s i t i o n  
o f  having t o  r a i s e  funds--which a  government employee should never  have t o  do.  
The community groups were supposed t o  be  r a i s i n g  i t ,  b u t ,  on occas ion ,  t h e  
l e a d e r  d i d n ' t  know how t o  go about i t  so  he  had t o  be pushed by t h e  governmental 
l i a i s o n  who ended up doing a  l o t  o f  t h e  fund r a i s i n g .  Th i s  might no t  have 
happened had we begun e a r l i e r .  
We a r e  j u s t  t o  t h e  s t a g e  now where we a r e  sending o u t  a  s h o r t  p r e s s  
r e l e a s e  t o  people  i n  t h e  communities who were involved,  thank ing  them f o r  t h e i r  
h e l p ,  and i n c l u d i n g  cop ies  o f  t h e  f u l l  r e p o r t  which h a s  j u s t  become a v a i l a b l e .  
We d i d  t h i s  t o  t r y  t o  g i v e  them some kind of encouragement t o  con t inue  t h e  
program. We t r i e d  t o  word t h e  news r e l e a s e  c a r e f u l l y ,  saying " I t  i s  our 
opin ion  t h a t  t h e  r e s u l t s  of t h e  1973 p i l o t  p r o j e c t  a r e  encouraging ...." 
A few months a f t e r  t h e  campaign we had a  meeting wi th  s e v e r a l  people  
who we-e involved i n  t h e  campaign, i n c l u d i n g  t h e  PSCs. I t  was a  v e r y  p roduc t ive  
s e s s i o n  b o t h  i n  terms of us  l e a r n i n g  how t h e y  approached t h e  communities, and 
what t h e y  a c t u a l l y  d i d  i n  t h e  communities. Th i s  wasn' t  p a r t  o f  t h e  a c t u a l  
des ign ,  bu t  we f e l t  i t  would be h e l p f u l .  I h i g h l y  recommend t h i s  p r a c t i c e ;  
it d o e s n ' t  happen o f t e n  enough--get t ing t h e  o f f i c e  s t a f f  t o g e t h e r  wi th  t h e  
" f r o n t - l i n e "  peop le .  
--Question--nid you g e t  any feedback a s  t o  how important  t h e  f a c t  
t h a t  t h e  campaign was t o  be eva lua ted  was a s  a  mot iva t ing  f a c t o r  f o r  
people  t o  become involved? 
--Answer--We played t h a t  down because we were comparing two groups 
of c i t i e s .  I t  wasn ' t  p a r t  of t h e  p u b l i c i t y  of t h e  campaign. Those 
who were working d i r e c t l y  wi th  t h e  c o r n u n i t i e s  and on t h e  program 
were aware of t h e  e v a l u a t i o n ,  but it d i d n ' t  p l a y  a  r o l e  i n  t h e i r  
a c t i v i t i e s .  
The t e lephone  q u e s t i o n n a i r e  took about 15 minutes.  The peollle who 
were t o  be sampled were s e n t  a  l e t t e r  say ing  t h a t  t h e y  were a  p a r t  of a  random 
sample and t h a t  t h e y  were chosen from a d r i v e r  f i l e  and might be c a l l e d  t o  
answer some q u e s t i o n s .  The response r a t e  was around 95%. The people  were 
asked which medium t h e y  n o t i c e d  conta ined informat ion on t h e  campaign. I n  t h e  
l i s t  o f  r a d i o ,  newspapers, b i l l b o a r d s ,  p o s t e r s ,  o r  handouts,  r a d i o  was t h e  high- 
es t - -24% of t h e  people i n  t h e  campaign c i t i e s  r e c a l l e d  hear ing  r a d i o  s p o t s ,  
16% saw newspaper ads .  Another i tem we used t o  s e e  i f  people  were aware of t h e  
campaign o r  no t  was t o  ask i f  t h e y  had heard  t h e  "Fa l a  l a  l a  l a  l a  l a  l a . . .  
c rash"  s logan.  Before t h e  campaign 5% s a i d  t h e y  had heard it (which i s  ex- 
p l a i n e d  by i t s  i n h e r e n t  f a m i l i a r i t y ] ;  a f t e r  t h e  campaign, 42% s a i d  t h e y  had 
heard i t .  I n  t h e  c o n t r o l  c i t i e s ,  65 s a i d  t h e y  had heard it b e f o r e  t h e  campaign, 
7 %  s a i d  t h e y ' d  heard it a f t e r w a r d s .  We asked i f  i n  t h e  p a s t  month t h e y  had 
t a l k e d  wi th  someone about d r ink ing  and d r i v i n g .  I n  t h e  campaign c i t i e s  42% 
before  t h e  campaign t a l k e d  wi th  someone about tk i is ,  57% d i d  a f t e r  t h e  campaign. 
In  t h e  c o n t r o l  c i t i e s ,  43% t a l k e d  about it before  t h e  campaign and 50% t a l k e d  
about it a f t e r w a r d s .  In t h e  c o n t r o l  c i t i e s  t h i s  could be accounted f o r  because 
dur ing t h e  Christmas season t h e r e  might be an independent o r  l o c a l  drunk 
d r i v i n g  campaign which we could not  p r o h i b i t .  We asked what t h e  maximum 
l e g a l  BAC l i m i t  i s .  I n  t h e  c o n t r o l  c i t i e s ,  33% knew it was .08% before  t h e  
campaign. There was no change a f t e r  t h e  campaign. I n  t h e  campaign c i t i e s ,  
it went up l o % ,  from 34% t o  4 4 % .  We asked i f  i n  t h e  p a s t  month t h e y  had n o t  
d r i v e n  home because t h e y  thought t h e y  had drunk t o o  much. The i n c r e a s e s ,  
though smal l ,  a r e  s t a t i s t i c a l l y  s i g n i f i c a n t .  I n  t h e  campaign c i t i e s  it went 
from 4% t o  8%.  I n  t h e  c o n t r o l  c i t i e s  t h e  i n c r e a s e  was on ly  1%. We a l s o  asked 
i f  i n  t h e  ? a s t  month, be fore  going t o  a  p a r t y ,  c e l e b r a t i o n ,  o r  b a r ,  they  had 
decided no t  t o  t a k e  t h e i r  c a r  s o  t h e y  would not  have t o  d r i v e  home, In  t h e  
campaign c i t i e s ,  be fore  t h e  campaign, t h e  response was 15%, a f t e r  t h e  campaign, 
24%. I n  t h e  c o n t r o l  c i t i e s  16% before  and 23% af te rwards .  We c o u l d n ' t  account 
f o r  t h e  c o n t r o l  c i t i e s f  change. 
We would now l i k e  t o  do t h e  same type  of program, but  zero i n  on 
s p e c i f i c  communities. For example, we have very  s e r i o u s  d r i n k i n g l d r i v i n g  
problems i n  our nor the rn  c i t i e s .  There a r e  l a r g e  work f o r c e s  of young dock 
workers and s h i p  b u i l d e r s .  But we know of no good way o f  reaching them. 
--Question--Don't you have a  government TV network? 
--Answer--Yes, but  i t  has  no r e l a t i o n  t o  u s .  Even though i t  i s  a  
government TV network, i t  f u n c t i o n s  t h e  same a s  a  p r i v a t e  network. 
Yet, t h e y  a r e  ve ry  coopera t ive .  I f  you put  t o g e t h e r  a  good TV spe- 
c i a l  o r  even a  good promo, t h e y  w i l l  a d v e r t i s e  it  and run it a s  a  
p u b l i c  s e r v i c e .  
--Comment--Did you have access  t o  t h e  d r i v i n g  records  of t h e  sample popula- 
t i o n ?  I t  sounded a s  if you might have.  I s  it p o s s i b l e  t o  look a t  t h e  response 
t o  t h e  campaign based on, l e t ' s  say ,  t h e  populat ion o f  c rashees  ve rsus  non- 
c rashees?  I n  o t h e r  words, d i d  t h e  bad d r i v e r s  respond d i f f e r e n t l y  from t h e  
good d r i v e r s ?  I t  o f t e n  happens t h a t  t h e  countermeasures a r e  e f f e c t i v e  wi th  
those  who need them l e a s t .  
--Reaction--One of t h e  problems, of course ,  i s  d e f i n i n g  bad d r i v e r s .  First o f  
a l l ,  l e t  me say t h a t  we a r e  going t o  do a  s tudy  based on d r i v e r  record  informa- 
t i o n - - i t ' s  something we've been wanting t o  do f o r  a  long t ime.  But t h e  problem 
of  dec id ing  who i s  a  good o r  bad d r i v e r  i s  d i f f i c u l t ;  i f  you look a t  c o l l i s i o n  
s t a t i s t i c s ,  i t ' s  one group; i f  you look a t  p o l i c e  r e c o r d s ,  i t ' s  ano ther .  
So with a  p r o j e c t  of t h i s  s i z e ,  it would be impossible  t o  do what you sugges t .  
--Question--Do you suspect  t h a t  p o l i c e  a c t i v i t y  was augmented because 
of t h e  campaign i n  t h e  c o n t r o l  c i t i e s ?  
--Answer--We phoned every p r o v i n c i a l  p o l i c e  detachment i n  t h e  campaign 
and c o n t r o l  communities. We found t h a t  t h e r e  was no way of exp la in ing  
t h e  number of charges  o f  drunk d r i v i n g  t h a t  t h e y  had made. I t  proved 
t o  be an awkward s i t u a t i o n  i n  some cases  when approaching Local 
p o l i c e  d e p a r t ~ e n t s  on t h e  ques t ion  of i t s  drunk d r i v i n g  a r r e s t s .  
As a  r e s u l t  of t h e  f a c t  t h a t  r a d i o  was found t o  be a  prime mover of 
informat ion i n  t h i s  campaign, t h i s  year we w i l l  be concen t ra t ing  on e l e c t r o n i c  
media over p r i n t  and r a d i o  over  t e l e v i s i o n  i n  terms of t h e  money we w i l l  spend. 
The approach we a r e  t a k i n g  t h i s  year i s  t o  make people no t  t h i n k  about a c c i -  
d e n t s ,  but  t o  h e l p  them th ink  about whnt fol lows t h e  acc iden t  e s p e c i a l l y  when 
a lcohol  i s  involved.  We a r e  ns ing  t h e  "How would you l i k e . . . "  approach. For 
i n s t a n c e  "How would you l i k e  a  b i g  jump i n  your insurance r a t e s  t h i s  year?  
I t ' s  easy  t o  do, g e t  a drunk d r i v i n g  convict iont '  o r  "How would you l i k e  a  
Christmas p r e s e n t  o f  30 days i n  j a i l ? "  
Radio Script--30 seconds 
How would you like a big increase in your insurance rates for the 
New Year? It's easy to arrange--just get yourself in an accident 
while impaired and your insurance company will look after the 
details. If you're going to drink--don't drive. Do you think 
we're kidding? We never kid about safety at the Ministry of 
Transportation and Communications. 
Radio Script --30 seconds 
How would you like to give your lawyer a holiday bonus this year? 
Defending your right to drive after a drunk-driving charge could 
cost you a bundle. If you're going to drink--don't drive. Do you 
think we're kidding? We never kid about safety at the Ministry of 
Transportation and Communications. 
--Question--Are you going to include any behavioral alternatives? 
--Answer--No. We'll just conclude with "Do you think we're kidding; 
we never kid about safety.'' We have no idea what the reaction will be 
at this point. Perhaps next year at this time we'll he able to give 
you the results. 
--Comment--As I recall, that's fairly traditional with Canadian material. 
There is one print ad showing a man in a jail cell with a wreath on the door 
and with a theme of threat of social or official reaction. The caption is 
something like "How would you like to be there on Christmas eve?" 
--Reaction--But that hasn't been used for a long time. We were just trying 
to get across to people the concequences of drunk driving and the new law. 
IA/e haven't used that for two years. 
--Comment--Your reaction seems to me that perhaps there is a certain Canadian 
sense of humor used that is lost on Americans. 
--Reaction--Perhaps that's true. And I think that there is also more of an 
ct'fort l ~ y  fCdc.r;l 1, corporate, and voluntary agcncics hcre to get away from the 
threat arousal and to specify behavioral alternatives. 
--Comment--Theirs is a sort of hard sell--telling what is going to happen to 
them, whereas the US'S is a soft sell--giving behavioral alternatives. 
--Comment--But this seems to be the classic fear-arousal message that the 
National  S a f e t y  Council was u s i n g  yea rs  ago i n  i t s  "Scream Bloody Murder" 
campaign. I t  turned most people  o f f .  
--Reaction--We will t r y  t o  p rov ide  some sugges t ions ,  such a s  " I f  you ' re  going 
t o  a Christmas p a r t y ,  a r range  t o  go by bus ,  cab,  o r  pu t  f o u r  snow shoes i n  
your c a r . "  Th i s  i s  more i n  keeping wi th  the  concept t h a t ' s  becoming more 
contemporary. We've found t h a t  people have been swi tching o f f  when it comes 
t o  s a f e t y  messages, bu t  w e t r e  going t o  t r y  t o  a t t r a c t  t h e i r  a t t e n t i o n  wi th  
t h e s e  ads ,  then  conclude wi th  something u s e f u l .  
Radio Scr ip t - -30  seconds 
How would you l i k e  t u r k e y  through a tube  on t h e  25th? Hosp i t a l  
nurses  throughout t h e  province  w i l l  be f eed ing  through a need le  
i n  t h e  arm many a par ty-goer  who t r i e d  t o  d r i v e  home. I f  y o u ' r e  
going t o  a p a r t y ,  a r range  t o  go by bus,  cab o r  f o o t ,  o r  even snow 
shoes i f  you've got  them. Do you t h i n k  we're k idding? We never  
k i d  about s a f e t y  a t  t h e  M i n i s t r y  o f  Transpor ta t ion  and Communi- 
c a t i o n s .  
MICHIGAN COUNCIL ON ALCOHOL PROBLEMS 
--Allen Rice 
I served on Gov. M i l l i k e n ' s  Task Force on t h e  Drinking Dr iver  
Problem here  i n  Michigan. Th is ,  i n  combination wi th  t h e  d r i n k i n g  d r i v e r  
awareness program of  HSRI i n  1969, helped MICAP t o  develop more awareness of 
t h e  drunk d r i v e r  problem. I n  a meeting of t h e  S t a t e  S a f e t y  Commission l a s t  y e a r ,  
someone brought a p i n ,  s i m i l a r  t o  t h e  one we subsequent ly  produced, t h a t  s a i d  
"I  am t h e  d r i v e r . "  We took t h a t  back t o  our o f f i c e  
and kicked around t h e  idea  o f  developing our own 
campaign based on t h i s  theme. We decided t o  make 
t h e  p i n  i n  t h e  form of a s t e e r i n g  wheel. We 
were t r y i n g  t o  be p o s i t i v e  and e f f e c t i v e  on a 
b a s i s  t h a t  would be h e l p f u l  i n  an  a r e a  where we 
f e l t  t h e r e  were a l o t  o f  problems, namely t h e  high 
school d r i v e r .  We wanted t o  supplement t h e  a l r e a d y  a v a i l a b l e  s t a t e  m a t e r i a l s .  
We developed m a t e r i a l  t h a t  would be  l i k e  a t r a f f i c  s i g n a l - - t h r e e  
c o l o r s ,  r e d ,  yellow, and green.  The q u e s t i o n n a i r e  was on a yellow s h e e t ,  t h e  
answers on a r e d  s h e e t ,  and a green pamphlet was produced t o  g ive  r e s p o n s i b l e  
a l t e r n a t i v e s  t o  avoid t h e  d r ink ing  d r i v i n g  dilemma. We e s p e c i a l l y  t r i e d  t o  
overcome what we f e l t  were shortcomings of p rev ious  campaigns. For i n s t a n c e ,  
i n  p rev ious  y e a r s  t h e r e  had been t h e  s logan "If you d r i n k ,  don ' t  d r i v e ;  i f  
you d r i v e ,  d o n ' t  d r ink . "  lzrhile t h e r e ' s  no doubt about t h e  widsom of t h a t  
s logan ,  most d r i v e r s  merely ignored i t .  That was followed by t h e  "Know your 
l i m i t s "  campaigns inc lud ing  measuring d e v i c e s ,  c h a r t s ,  and v a r i o u s  m a t e r i a l s  
d i s t r i b u t e d  t o  t e l l  people  t h e y  could s t i l l  d r i n k  and s t a y  under t h e  l e g a l  
l i m i t  f o r  i n t o x i c a t i o n .  The idea  was t h a t ,  i n  p r a c t i c e ,  many people  found t h e y  
had problems with  t h e i r  d r i v i n g  before  they  reached t h e  l e g a l  l i m i t  f o r  DUIL. 
And a f t e r  a few drinks,  it became very d i f f i c u l t  t o  read a l l  t h a t  f i n e  p r i n t  
on the  cha r t s .  Then the re  was t h a t  scary  slogan, "Drunk d r i v e r s  go t o  j a i l . "  
According t o  law i t ' s  t r u e ,  but it was soon learned t h a t  people who could 
a f ford  a good lawyer d i d n ' t  go t o  j a i l .  And scare  t a c t i c s  never seemed t o  
encourage responsible  behavior.  
The "I am the  d r ive r f t  program i s  offered not a s  a cu re -a l l ,  but in -  
s tead  a s  a low-pressure approach designed t o  give responsible  a l t e r n a t i v e s  t o  
avoid the  embarrassment and poss ib le  tragedy which could r e s u l t  from drinking 
and dr iv ing .  We produced these ma te r i a l s ,  persuading the  Office of Highway 
Safety Planning i n  Lansing t o  underwrite the bas ic  p r i n t i n g  c o s t s .  The four  
responsible  a l t e r n a t i v e s  we suggested were: (1) abs t a in  f o r  t h e  occasion; (2)  
plan ahead--nominate a non-drinking f r i end  t o  be t h e  chauffeur f o r  the  evening; 
(3) i f  you want t o  be a sober d r ive r  but c a n ' t  r e s i s t  t h e  persuasion of hos t  
o r  hostess ,  surrender  the  badge t o  a non-drinking f r i end  and l e t  him d r ive  
you home; and (4) wait u n t i l  the  e f f e c t s  of dr inking have worn o f f  (one hour 
per  average dr ink)  . 
The quest ionnaire  was designed with the  a i d  of the  Office of Highway 
Safety Planning. The answer sheet was designed so a s  not t o  give t h e  answer 
r i g h t  away. You had t o  read through the  e n t i r e  paragraph t o  f i n d  it .  
We sent  a package of these  mater ia l s  t o  each high school i n  Michigan, 
including one s e t  f o r  each 
"Let's see, walt at least one hour for graduating sen ior ,  o r  139,500 
each drlnk consumed before drrvlng 
s e t s  t o  761 high schools.  A 
few badges were a l so  sen t  f o r  
t he  sen ior  c l a s s  o f f i c e r s  and 
i n s t r u c t o r s .  We did t h i s  t o  give 
one l a s t  p i t c h  t o  the  sen iors  
4 Play the wartrng game 
Of course the effects of alcohol wrll wear off, but how long wrll rt take? Forget all those 
mag10 formulasfor sobenng up It all takes t ~ m e  If you plan to wartlt out, the safest rule 
O make r e s~ons ib l  decisions 
1s to walt at least one hour per average drlnk before d n v ~ n g  
with regard t o  d r ink ing  and d r i v i n g .  blost s e n i o r s  had a l ready  been through 
d r i v e r  educat ion c l a s s e s  i n  t h e i r  sophomore or  jun io r  years .  These p a t e r i a l s  
were designed t o  t a k e  some of t h e i r  b a s i c  knowledge regarding a lcohol  and 
highway s a f e t y  and suggest  r espons ib le  a l t e r n a t i v e s  t o  t h e  d r ink ing  d r i v i n g  
dilemma. 
Before sending t h e  m a t e r i a l s ,  we s e n t  a  l e t t e r  t o  each p r i n c i p a l ,  
asking i f  they were i n t e r e s t e d  i n  r e c e i v i n g  them. The f i r s t  batch of m a t e r i a l s  
went t o  those  schools  reques t ing  them. Then, a s  we were l a t e r  a b l e  t o  produce 
t h e  i tems i n  l a r g e  q u a n t i t i e s ,  we s e n t  s e t s  t o  every school .  We found t h a t  
52% of t h e  m a t e r i a l  was used i n  t h e  sen io r  c l a s s e s ;  25% was used i n  connection 
with d r i v e r  educat ion c l a s s e s ;  19% was used with s o c i a l  s t u d i e s  c l a s s e s ;  4% 
was used i n  o ther  c l a s s e s .  An eva lua t ion  form was provided t o  be s e n t  back t o  
u s .  The key t o  i t s  success based on t h i s  eva lua t ion  was t h a t  i t  provided a  
unique t o o l  f o r  c l a s s  d i s c u s s i o n .  In  n e a r l y  90% of t h e  schools  t h e r e  was 
d i scuss ion  of t h e  m a t e r i a l s .  27% of t h e  s t u d e n t s  got 12 of t h e  15 ques t ions  
c o r r e n t ;  60% had 8-11 c o r r e c t .  In  response t o  our ques t ion  regarding which i tem 
was most provocat ive ,  most d i scuss ion  
7 W h c h  01 the fo l lowng lactors may help to de- 
termme how fast alcohol bu1ldsupntheb100d? 
Was around t h e  ques t ion  "An everage c a Amount of alcohol conrumed- 
number and strength of d rnks  
1 b Tlme elapsed s n c e  drnk lng began 
C c Body W g h t  
dr ink  of which of t h e  fol lowing C d Qdantlty and klnd of'ood !n the 5tomach 1 e Age 3 1 Sex 
8 Nearly a o l  those arrested for drunk dr vmg 
beverages has  t h e  h ighes t  a lcohol  are Careless S O C I ~  drnke.5 X a True 3 b False 
content?"  Yenerally they were no t  
aware t h a t  d r i n k s  a r e  of s i m i l a r  
a lcohol  con ten t .  The next most d i s -  
cussed ques t ion  concerned whether 
you can d e t e c t  a lcohol  on a  person 's  
b r e a t h .  There was a l s o  much d i s -  
cuss ion regard ing  methods of 
sober ing up a f t e r  dr inking.  
HOW DO YOU RATE? 
B e f o r e y o u g e t  b e h i n d  t h e w h e e o f a c a r  
h e r e  a r e  15 b a s l c  q u e s t l o n s  y o u  s h o u l d  b e  
a b l e  t o  a n s w e r  a b o u t  a c o h o  a n d  t r a f f i c  
s a f e t y  
C h e c n  y o u r  s c o r e  t o  see h o w  y o u  r a t e  a s  
a d r ~ v e r  
1 W h c h  of the lol lowlng would be prooerl, 
classed as a drug? 
; a Hero~n : c Mar~juena 
X b Alcohol 1 d Methadone 
2 It I m x n p  your drnks  that gets you drunk 
1 E True Z b False 
3 Can you d a g l o s e  drunkenness by physcal 
exammat on? 
1 a Yes Z b No  
4 W h c h  aft% ouerlmblbng? 01 the f o o w  ng helps o r e  la  sober up 
3 a Black coflee X d A of the above 
1 t Cold Shower 1 e None of the 
X c Exere~se above 
5 Can you detect alcohol on a person 5 breatt7 
7 a Yes Z b  No 
9 DOeS'heestngoton~onsorgarl ic~nterterew~th 
the breath lest for a lco lo l?  
1 b Yes I b  No 
10 Aicohol IS proper( classed as 
L a Anesthetic b St~mulant 
I 1  S m s l  quant~tles of alcohol help to Increase 
v ~ s u a  aculty 
1 a True 3 b False 
12 Can ar exceptional person have 0 15% of al- 
c o h o  n his blocd and st, retaln a of h ~ s  
tacult~es? 
1 a Yes C b No 
13 An everagedr tnko lwhch o l the lo l low~np bev. 
erages has the h~phest alcoholc conte?t+ 
Y a Beer 2 c Whfkey 
C b W~ne 1 d They are all 
about the same 
14 Young drlvers may flnd ther  r k l  s lmpared as 
a result of imblblng smaller qusntlt~es of 61. 
c o h o  than older more experienced dr~vers 
7 a Trde 3 3 False 
15 Harsher penatler would result I" c u t l n g  down 
On the dr~nkng.drlvtng problem 
C a True 7 b False 
6 I! IS possible to drive safeiy after more than 5 
dr~n*s  
7 a T w e  1 b False 
A f i n a l  q u e s t i o n  which s t imula ted  t h e i r  i n t e r e s t  was whether a l coho l  is  
c l a s s i f i e d  a s  a  s t imulan t  o r  an a n e s t h e t i c .  This  was f r e q u e n t l y  missed be- 
cause a  l a r g e  number of  s t u d e n t s  a r e  not  aware of t h e  a n e s t h e t i c  q u a l i t y  of 
a l c o h o l .  
We rece ived  good comments from t h e  s t u d e n t s  and e s p e c i a l l y  from t h e  
t e a c h e r s  who s a i d  it  was a  mot iva t ing  change from r e g u l a r  c l a s s  d i s c u s s i o n s .  
The t e a c h e r s  l i k e d  t h e  format ,  were s u r p r i s e d  a t  t h e  answers,  and f e l t  t h e  
m a t e r i a l s  were v a l u a b l e  t o  them p e r s o n a l l y .  We were v e r y  p leased  t o  have 
done something p o s i t i v e  about express ion  o f  a  concern of o u r s  t h a t  not  enough 
young people  r e a l i z e  t h e  s e r i o u s n e s s  o f  t h e  f a c t  t h a t  a l coho l  can a f f e c t  t h e i r  
d r i v i n g .  
TAMPA ALCOIIOL SAFETY ACTION PROJECT 
--William Rlount 
The e v a l u a t i o n  i n  our  ASAP i s  developed i n  two t h r u s t s .  F i r s t  i s  t h e  
g e n e r a l  approach u s i n g  one household survey p e r  y e a r ;  t h e r e  w i l l  be a  t o t a l  of 
f o u r  such su rveys .  Each ASAP e v a l u a t e s  i t s  program i n  a  d i f f e r e n t  way, In  
our  c a s e  i n i t i a l l y  t h e  p u b l i c  in fo rmat ion  program was n o t  we l l  o u t l i n e d .  We 
could n o t  f i n d  ou t  what we were supposed t o  do o r  how we were t o  go about doing 
i t .  As most o f  you know, i t  i s  v i r t u a l l y  imposs ib le  t o  out-guess  media people  
i n  terms of des ign ing  q u e s t i o n s  which w i l l  be s e n s i t i v e  t o  t h e  k inds  of t h i n g s  
we a r e  doing.  So we took our  chances.  By t h e  second yea r  two t h i n g s  became 
e v i d e n t :  The f i r s t  was t h a t  PR was e s s e n t i a l l y ,  i n  our  community, a  ho l iday-  
o r i e n t e d  e f f o r t  a s  f a r  a s  p r i n t  and e l e c t r o n i c  media a r e  concerned.  In  con- 
j u n c t i o n  wi th  t h a t ,  l a r g e  numhers o f  pamphlets  and brochures ,  BAC c h a r t s ,  and 
gimmicks were being used throughout  t h e  year- -being d i s t r i b u t e d  by law enforce-  
ment p e o p l e ,  ASAP peop le ,  and speakers  bureaus .  The second t h i n g  t h a t  became 
e v i d e n t  was t h a t  t h e  household survey was no t  p i c k i n g  up v e r y  much u s e f u l  
e v a l u a t i v e  in fo rmat ion .  In  r e t r o s ? e c t ,  i t ' s  no t  s u r p r i s i n g ;  i t ' s  d i f f i c u l t  
t o  have an annual event  be s e n s i t i v e  t o  something which i s  p r i m a r i l y  o r i e n t e d  
toward f o u r  o r  f i v e  h o l i d a y s  throughout t h e  yea r .  So we began t o  look a t  p a r t i -  
c u l a r  a s p e c t s  of  campaigns, s e e i n g  which p a r t s  of those  campaigns we could t a p ,  
and how. Also,  we were no t  p a r t i c u l a r l y  p leased  wi th  ve rba l - response  d a t a .  
Our hope was t o  change ' - ,ehavior,  so  we needed a t o o l  t o  g e t  behav io ra l  d a t a .  
The second t h r u s t  of  our  e v a l u a t i o n  i s  i n  t h e  s p e c i f i c  a r e a .  The 
c o l l a t e r a l  m a t e r i a l s  (pamphlets ,  b rochures ,  e t c . )  were i n t r i g u i n g  because t h e y  
were unique.  We began t o  add knowledge, a t t i t u d e ,  and r e c o g n i t i o n  q u e s t i o n s  t o  
our  r o a d s i d e  su rveys .  These surveys  a r e  h e l d  t w i c e  a  year  i n  January and i n  
J u l y .  I n  January  we g e t  about 1400 d r i v e r s  and passengers ;  i n  J u l y  about 700. 
T h i s  t h e n  gave us  some behav io ra l  d a t a .  We were i n t e r e s t e d ,  s p e c i f i c a l l y ,  i n  
-45- 
some o f  t h e  media p i e c e s .  We hypothesized,  a t  l e a s t  t o  s t a r t  wi th ,  t h a t  t h o s e  
who r e p o r t e d  r e c o g n i t i o n  of t h e  media p i e c e s  should do b e t t e r  t h a n  those  who 
d i d  no t  r e p o r t  r e c o g n i t i o n ,  i f  t h e y  were e f f e c t i v e .  There should a l s o  be a  - 
d i f f e r e n c e  i n  blood a lcohol  l e v e l .  Th i s ,  of course ,  was a  key measure. We 
have now c o l l e c t e d  d a t a  on every p i e c e  of media m a t e r i a l  t h a t  our  s t a f f  has  
tu rned  o u t .  We have t h i s  d a t a  i n  t h r e e  a r e a s :  knowledge i tems conta ined i n  
t h e  p a r t i c u l a r  p i e c e ,  r e c o g n i t i o n  of t h e  program, and BAC. 
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The l i t t e r  bag s tudy  was t h e  f i r s t  
r e p o r t  w r i t t e n .  I n  t h i s  c a s e ,  we a l s o  t r i e d  
t o  use r e c o g n i t i o n  a s  a  guide  t o  whether o r  
not  t h e  d i s t r i b u t i o n  system was working. 
That has  pa id  o f f  w e l l .  This  campaign was 
done around J u l y  4 ,  1973. 106,000 l i t t e r  
bags were d i s t r i b u t e d  through gas  s t a t i o n s  and 
banks. Twenty days l a t e r  we conducted a  road-  
s i d e  survey,  wi th  682 respondants .  We asked 
a  s e r i e s  of q u e s t i o n s .  The q u e s t i o n s  were 
GREATER TAMPA ALCOHOL 
SAFETY ACTION PROJECT ordered so  t h a t  t h e  r e c o g n i t i o n  i tem on t h e  
33OW Platt S t ,  Suite ZW,Tampa, Florida 33606 
813.223-8001 l i t t e r  bag was l a s t  and t h e  informat ion i tems 
were f i r s t .  We asked them what t h e y  f e l t  was t h e  r i s k  of c r a s h  and t h e  r i s k  
of s e r i o u s  c r a s h  when d r i v i n g  drunk. We asked i f  t h e y  had seen t h e  s logan 
"Drunk d r i v i n g  i s  deadly." T h i s  was t h e  f i r s t  t ime t h a t  s logan had ever  been 
used i n  our a r e a .  We asked i f  t h e y  had heard of t h e  p r o j e c t ;  i f  t h e y  knew of 
t h e  sponsor ing agency. F i n a l l y ,  we h e l d  up t h e  l i t t e r  bag and asked i f  they  had 
ever seen it b e f o r e ,  and i f  t h e y  had ever  had one. 
The county popula t ion  a t  t h a t  t ime was such t h a t ,  i f  t h e  d i s t r i b u t i o n  
system had worked, 20% should have s a i d  t h a t  t h e y  had nne and' cons iderab ly  more 
should have seen i t .  3.5% s a i d  t h e y ' d  seen i t ,  2.9% s a i d  t h e y  had one.  The 
distribution system was a failure. The reason for this was that in the panic 
to get these out, the media people had gone to gas stations along interstate 
highways and along routes crossing the country. So tourists got them, but 
they didn't go into Hillsborough County. 
--Question--The last line says "If you want more information, write 
. . . .I1 What was your response rate? 
--Answer--We had no response, from in- or out-state. 
One of the encouraging things we learned from the verbal responses 
we did get was that people are telling the truth regarding their exposure to 
the items. 
We split the respondants into three groups--those who said they had 
seen it, those who said they had one, and those who had neither seen it nor 
had one. There were no differences between the "seen-only" and "had" groups. 
Regarding the question on likelihood of crash involvement when driving drunk, 
66% of the T1baglT group said their chances were high or very high as compared to 
58% of the "no bag" group. That is not a significant difference. On risk of 
serious crash, the responses were even closer: 60% for the l1bag" group, 56% 
for the "no-bag" group. Regarding recoyition of the slogan, 75% of the "bagI1 
group said they had seen it and 62% of the "no-bag" group said they had seen 
it. They could not have possibly seen it elsewhere. The problem with the 
slogan was that it was close enough to other things that were going on that it 
seemed recognizable. An interesting finding is that 25% of the "bag" group 
said they had never seen the slo~an. We began to notice, after the first 
night of the survey, that many more people were saying that they had seen that 
slogan than were supposed to. So we asked people who sgid they had seen it 
where they had seen it. 36% said they had seen it on television, 22% said 
billboards, 14% said "all over the place," 14% said signs, 7% said posters, and 
7% said bumper stickers. Nobody mentioned litter bags. On the question of 
whether t h e y  had heard of a drunk d r i v i n g  p r o j e c t ,  t h e r e  was no d i f f e r e n c e .  
68% of t h e  t tbagtt  group s a i d  t tyes ; t t  62% of t h e  "no-bagH group s a i d  "yes." 
We got one s i g n o f i c a n t  d i f f e r e n c e  and t h a t  was i n  naming t h e  sponsoring 
agency; 11% of t h e  "bagtt group could and only 2% of t h e  "no-bagtt group could.  
13% of t h e  "bagtt group was i l l e g a l l y  i n t o x i c a t e d  Cover . l o % )  ; 9% of t h e  
"no-bag" group was over t h e  l e g a l  l i m i t .  
--Question--What was t h e  c o s t  f a c t o r  based on t h i s  response? 
--Answer--The a c t u a l  c o s t  of t h e  bags was 4.64. I f  you d i v i d e  t h e  
number of people who recognized it by t o t a l  c o s t ,  t h e y  c o s t  $38.64. 
I f  you do t h a t  i n  terms of r e c a l l i n g  t h e  sponsor,  t h e y  c o s t  $340.00 
p e r  c o r r e c t  response.  
Management's conclus ion was t h e  t h e  media p iece  was no good--that  
l i t t e r  bags a r e  no good. But we weren' t  eva lua t ing  l i t t e r  bags. We were 
eva lua t ing  a s p e c i f i c  l i t t e r  bag wi th  a s p e c i f i c  message on i t .  The message and 
design were poor and t h e  d i s t r i b u t i o n  system was t e r r i b l e .  But t h a t  does no t  
mean t h a t  l i t t e r  bags can not  be used e f f e c t i v e l y .  My personal  f e e l i n g  i s  t h a t  
you have t o  use  something v e r y  bold and simple.  
--Comment--The Lincoln ASAP d i d  
WHAT'S YOUR A, Qe a s i m i l a r  t h i n g .  They a l s o  found 
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h n y  driven a n  impaired at the .05% level and t h e  message was bad and com- 
which is well below Nebraska's legal limit of .lo%. 
TO D m 1  YOUR A Q 
1. Daunt your ddnkr 
DUnupthe nnumbefotdrlrdmwllh 
the box whloh o o m u  olomnt to 
~ ~ ~ ~ % h o l q , " " h o u r ~  det.nln8 t e a W  of tlme on 
your blood l lwhol M u8a thm 
numbam 
p l i c a t e d .  
- -I t  seems t o  me t h a t  t h e  type 
is  so  small  t h a t  i f  anyone a c t u a l l y  
used it f o r  a l i t t e r  bag, it would 
Eumpk: B a d  on the oh& 161 r d  p n o n  who dflnk. 4 bM In o m  hour h a  
M .ppmdmlt. blwd d w  ol I m l  of .CW% AR.r a two hour U n n  W hb 
blood alc~hollwel L .W (.Om - .m- .W). be t o o  lumpy t o  r e a d .  
w m v ~ w h % a P m . k l * I h h . h w h d h b ~ ~ ~  
(Y. Nmr. FW m w  b h m o n  mi* 
a I d o n ' t  know f o r  s u r e  what 
ACTION PROJECT 
ROOM 012 LINCOLN BUIWINQ 
LINCOL~. NEBRASKA WOI 
l i t t e r  bags can do f o r  Tampa. A l l  
I know i s  t h a t ,  i n  t h i s  c a s e ,  we d i d  g e t  t h e  p o s i t i v e  response  t h a t  t h e y  could 
p i c k  o u t  t h e  sponsor ing agency o f  t h e  program. Also,  we d i scovered  t h a t  t h e  
d i s t r i b u t i o n  cont inued from J u l y  4 up u n t i l  t h e  n i g h t  our  survey began--so it 
took t h e  e n t i r e  month t o  g e t  r i d  of  106,000 l i t t e r  bags .  
Along t h a t  same l i n e ,  we had been t r y i n g  t o  l e a r n  what was happening 
wi th  t h e  ASAP speakers  bureau.  In  one yea r  we had a  v e r y  a c t i v e  bureau,  g iv ing  
n e a r l y  800 p r e s e n t a t i o r s  and reach ing  a  huge number o f  people .  We persuaded 
a  l o c a l  insurance  company t o  coopera te  i n  an e v a l u a t i o n  of t h i s  program. 
We d i d  a  p r e t e s t  and two p o s t - t e s t s .  The p r e t e s t  was done two weeks b e f o r e  t h e  
a c t u a l  p r e s e n t a t i o n .  The i d e a  was t o  minimize any p r e t e s t  s e n s i t i v i t y .  We 
had a  phenominal i n c r e a s e  on t h e  f i r s t  p o s t - t e s t ,  i n  some cases  a s  much a s  an 
87% i n c r e a s e  i n  t h e  a p p r o p r i a t e  -esponse.  The f i r s t  p o s t - t e s t  was given t h e  
same (Jay a s  t h e  p r e s e n t a t i o n ;  t h e  second p o s t - t e s t  was done 65 days l a t e r .  
There was a  10-202 drop i n  the second p o s t - t e s t .  The q u e s t i o n s  were based on 
d a t a  g iven i n  t h e  p r e s e n t a t i o n .  The on ly  q u e s t i o n  on which t h e r e  was no change 
was on one t o p i c  t h e  speaker  f o r g o t  t o  cover .  Th i s  provided u s  wi th  a  means 
of checking t h e  t e s t i n g .  The sample was 100 of t h e  300 agency employees. We 
had a  $.enorninal i n c r e a s e  immediately and v e r y  l i t t l e  decay 65 days l a t e r .  By 
r e p e a t i n g  t h e  p o s t - t e s t  a f t e r  65 days ,  we were a b l e  t o  determine when t h e  
speaker  ought t o  r s t u r n  t o  r e i n f o r c e  t h e  message. On t h i s  b a s i s ,  he should 
go back every  6-9 months and r e p e a t  t h e  in fo rmat ion .  
- -Quest ion-- I f  t h i s  insurance  company s e l l s  automobile insurance ,  
wouldn ' t  you cons ide r  the  employees a  s l i g h t l y  more s e n s i t i v e  
audience?  
--Answer--Yes. However, i t  tu rned  ou t  t h a t  i n  t h e  p r e t e s t  t h e y  
d i d n ' t  do much b e t t e r  than  people  i n  t h e  household survey.  
There was one response which changed on a s u b j e c t  which t h e  speaker 
d i d n ' t  address  d i r e c t l y .  As b e s t  we could determine,  t h i s  was a func t ion  of 
people t a l k i n g  about it i n  t h e  o f f i c e .  There was a l s o  a c o n f l i c t  t h a t  t h e  
speaker  s e t  up. He emphasized t h e  F l o r i d a  l e g a l  limit o f  . l o % ,  but  showed a 
f i l m  which mentioned .05%. When they  were asked t h e  l e g a l  l i m i t ,  about h a l f  
s a i d  . l o % ,  t h e  o t h e r s  s a i d  .05%. So now t h e  speaker  knows b e t t e r  than  t o  use  
t h a t  f i l m  i f  he wants t o  ge t  t h e  l e g a l  l i m i t  a c ross  t o  t h e  audience.  
We now have d a t a  on a l l  t h e  media i tems and we want t o  p ick  out  
s p e c i f i c  p i e c e s  of campaigns t h a t  we can e v a l u a t e ,  Frankly ,  we haven ' t  been 
too  success fu l  with t h e  broader  approach. We have asked about a d e f i n i t e  scene 
from a popular  l o c a l  171 s p o t .  68% of  t h e  respondants say  they  have seen i t;  
38% say they  haven ' t  seen it on t e l e v i s i o n .  On a roads ide  survey we asked 
people  i f  they  belonged t o  a c i v i c  o r  community group o t h e r  than a church 
group. Then we asked i f  a  speaker on drunk d r i v i n g  had addressed t h a t  group. 
We a l s o  asked t h e  name o f  t h e  group. We were a f t e r  informat ion f o r  t h e  speakers  
bureau,  t o  s e e  i f  t h e r e  were some groups they could t a l k  t o .  We broke t h e  d a t a  
down i n  terms of i n d i v i d u a l s  who q u a l i f i e d  f o r  speakers  bureau p r e s e n t a t i o n s  
(some groups do not q u a l i f y ,  e .  g . , church groups).  Knowing t h e  names of t h e  
o rgan iza t ions ,  we separa ted  those  who had heard  t h e  speakers  bureau p resen ta -  
t i o n s  from those  who had n o t .  We compared t h e  blood a lcoho l  l e v e l s  of those  
e l i g i b l e  who had and had not  heard i t .  The blood a lcohol  l e v e l s  i n  t h e  group 
t h a t  had heard t h e  p r e s e n t a t i o n  were s i g n i f i c a n t l y  lower. That ,  of  course ,  
p leased  t h e  speakers  bureau.  
I would l i k e  t o  g e t  some r e a c t i o n  i n  terms of  whether you t h i n k  t h e s e  
techniques  a r e  a p p r o p r i a t e .  I would a l s o  l i k e  t o  know i f  you t h i n k  t h e  k ind of 
d a t a  we're t r y i n g  t o  g e t  out  of t h e  surveys  i s  address ing t h e  i s s u e  we th ink  
i t  i s  address ing.  
--Comment--I'm beginning t o  b e l i e v e  t h a t  t h i s  k ind o f  informat ion-- the  number 
o f  d r i n k s  p e r  hour al lowed--can be p resen ted  e f f e c t i v e l y  o n l y  i n  a c lassroom,  
wi th  a c a p t i v e  audience  and when t h e r e  i s  enough t ime .  I 'm beginning t o  
b e l i e v e ,  s i m i l a r l y ,  t h a t  t o  t r y  t o  t e a c h  about BAC i n  60-second TV s p o t s  i s  
no t  going t o  work. But nobody knows. I t h i n k  you a r e  on t h e  r i g h t  t r a c k  and 
I  hope o t h e r s  a r e  going t o  look a t  t h i s  whole concept of  how t o  t e a c h  BAC. 
My assumption i s ,  though, t h a t  nobody w i l l  v o l u n t a r i l y  r e a d  t h e  t y p e  of -
m a t e r i a l s  p r i n t e d  on your l i t t e r  bags .  
--Comment--In a r e c e n t  survey i n  my a r e a ,  t h e r e  was a d ramat ic  jump i n  c o r r e c t  
r e sponse  t o  knowledge i s s u e s .  I d o n ' t  know why it occur red ,  bu t  it may be 
t h a t  a f t e r  a few y e a r s ,  t h e  syeakers  bureau i s  having an e f f e c t .  On a t t i t u d e  
i s s u e s ,  t h e r e  was no s i g n i f i c a n t  change over  t h e  same t ime ? e r i o d .  
A f t e r  we got  d a t a  on t h e  speakers  bureau,  we s t a r t e d  t o  inc lude  a 
q u e s t i o n  i n  our  survey r e g a r d i n g  whether o r  no t  t h e  respondent  had heard  a 
speaker  from o u r  bureau.  I f  it i s  such a p o t e n t  f o r c e ,  we have t o  be a b l e  t o  
s e p a r a t e  it o u t ;  o the rwise  we'd be g i v i n g  t h e  media c r e d i t  f o r  something t h e  
speakers  bureau d i d .  
The roads ide  surveys  a r e  t u r n i n g  out  t o  be an i n c r e d i b l e  t o o l  f o r  u s .  
Th i s  i s  t h e  f i r s t  t ime we t r i e d  t o  apply  q u e s t i o n s  t o  t h e  p u b l i c  informat ion 
program. The law enforcement peop le  love t h e  su rveys .  When we run i n t o  a 
s p o t  where t h e  BACs a r e  h igh ,  they  know where t o  c o n c e n t r a t e  t h e i r  DWI p a t r o l  
f o r  t h e  next  few weeks. 
The r o a d s i d e  surveys  a r e  conducted d i f f e r e n t l y  by each ASAP. We do 
o u r s  wi th  probably  a b i t  more p roduc t ion  than i s  t y p i c a l .  We g ive  no advance 
p u b l i c i t y ;  t h i s  i s  not  t r u e  f o r  a l l  ASAPs. The l o c a t i o n s  a r e  s e l e c t e d  a t  
random each year  from a pool we p u t  t o g e t h e r  based on t h r e e  y e a r s  of  a l coho l -  
r e l a t e d  a c c i d e n t  and a r r e s t  d a t a .  Once we have t h e  genera l  l o c a t i o n s ,  we go 
i n t o  t h e  a r e a  wi th  a law enforcement o f f i c e r  ( u s u a l l y  a se rgean t  on a DWI 
squad),  then  decide  where we can s e t  up t h e  van. We use  two uniformed o f f i c e r s  
t o  d i r e c t  t r a f f i c  i n t o  t h e  l o t  and two uniformed o f f i c e r s  i n  t h e  l o t  t o  park 
c a r s  and t o  check d r i v e r s  l i c e n s e s .  The l i c e n s e  check i s  up t o  t h e  i n d i v i d u a l  
off icer- -somet imes  t h e y  check and sometimes they  d o n ' t .  Then t h e r e  a r e  f o u r  
g r e e t e r s  i n  white c o a t s .  One approaches t h e  c a r ,  g iv ing  t h e  d r i v e r  and passen- 
g e r s  a  pre-coded form and asking them t o  t a k e  it i n t o  t h e  van. They a r e  a l s o  
t o l d  t h a t  t h i s  i s  a  t r a f f i c  s a f e t y  survey.  We use a  converted bookmobile 
which has  seven b r e a t h a l y z e r  s t a t i o n s  i n s i d e .  Policemen i n  p l a i n  c l o t h e s  con- 
duct  t h e  b r e a t h  t e s t s .  
--Comment--If I were d r i v i n g  along on a  Sunday a f t e rnoon  and got  p u l l e d  over  by 
a  policeman, my f i r s t  r e a c t i o n  would be t h a t  I  had +one something wrong. I t  
would be a  h o s t i l e  s i t u a t i o n ,  wouldn't i t ?  
--Reaction--We worked on t h a t .  We have a  good dea l  of cooperat ion from t h e  law 
en.Forcement people  because we work wi th  them a l l  t h e  t ime.  They have been con- 
vinced of  t h e  importance of  ga the r ing  t h i s  informat ion.  They have seen ,  f i r s t  
hand, how i t  can be app l i ed  t o  he lp ing  them f i n d  pockets  where drunk d r i v i n g  
occurs  f r e q u e n t l y .  Once t h e  person p u l l e d  o f f  t h e  road i s  approached, he i s  
put  a t  ease  when t o l d ,  a t  once, t h a t  i t  i s  j u s t  a  t r a f f i c  s a f e t y  survey.  He 
can r e l a x .  
The s u b j e c t  does not  f i l l  out  h i s  own form. He t a k e s  i t  i n t o  t h e  
van and hands it t o  t h e  person g iv ing  t h e  b r e a t h a l y z e r  exam. The b r e a t h a l y z e r  
t e s t  i s  t aken  f i r s t .  While t h a t  i s  analyzing,  he i s  given t h e  q u e s t i o n n a i r e .  
We t r a i n e d  t h e  law enforcement people  i n  in te rv iewing ,  and some of them a r e  ve ry  
good a t  i t .  
--Question--So t h e  people a r e  not  given a  choice?  They a r e ,  more o r  
l e s s ,  t o l d  t o  p a r t i c i p a t e ?  
--Answer--They can r e f u s e  when they  a r e  p u l l e d  over .  But we have on ly  
a  2.55 r e f u s a l  r a t e  among d r i v e r s .  
- -Ques t ion- - \ f i a t  do you do wi th  t h e  person who f a i l s  the  b rea tha -  
l y z e r  exam? 
--Answer--He i s  d r i v e n  home. He i s  immume from a r r e s t .  We t a k e  
about 15% more people  home than  t h e  t o t a l  of t h o s e  shown t o  be over  
t h e  l e g a l  l i m i t .  We make about 60 t r i p s  p e r  weekend. 
--Question--What i f  t h e  person r e f u s e s  t o  be d r i v e n  home? 
--Answer--Then t h e y  have no cho ice .  E i t h e r  t h e y  a r e  d r i v e n  home o r  
t h e y ' r e  going t o  g e t  a h a l f  b lock down t h e  road b e f o r e  be ing  s topped.  
They a r e  t o l d  t h a t  wi th  a  uniformed o f f i c e r  s t and ing  nex t  t o  them. 
Another p o s s i b i l i t y  i s  t o  swap a  sober  passenger  f o r  a  drunk d r i v e r .  
We g e t  v e r y  few drug c a s e s .  The law enforcement p o s i t i o n  on t h e  
survey i s  t h a t  i f  we g e t  i n d i v i d u a l s ,  p a r t i c u l a r l y  young peop le ,  who a r e  ob- 
v i o u s l y  i n t o x i c a t e d  on something o t h e r  than  a l c o h o l ,  r a t h e r  t h a n  t a k i n g  them 
home, t h e i r  p a r e n t s  w i l l  he c a l l e d  and asked t o  come and g e t  them. 
--Question--Do a l l  passengers  t a k e  t h e  b r e a t h a l y z e r  t e s t ?  
--Answer--As many a s  p o s s i b l e ,  yes .  We have a  10% r e f u s a l  r a t e  on 
passengers .  
--Question--How much does t h e  survey c o s t ?  
--Answer--It c o s t s  about S1500 f o r  t h e  J u l y  survey and $3000 f o r  t h e  
January  survey.  These a r e  c o s t s  o t h e r  than  o f f i c e r s '  s a l a r i e s .  
--Comment--I t h i n k  t h a t ' s  a  good blending of  a  r o a d s i d e  survey wi th  an e v a l u a t i o n  
of t h e  media. I f  we had i t  t o  do over a g a i n  i n  our  ASAP, I t h i n k  we would t r y  
t o  be more s p e c i f i c  about c e r t a i n  m a t e r i a l s  and not  t a k e  t h e  genera l  approach.  
--Reaction--lye, f r a n k l y ,  d i d n ' t  g e t  anything v a l u a b l e  i n  t h e  household su rvey .  
We were g e t t i n g  changes,  but  t h e y  were no t  c o n s i s t e n t .  There i s  s o r e  reason  t o  
b e l i e v e  t h a t  a l l  we were g e t t i n g  were chance responses  and changes.  
--Comment--What about changes i n  d r i v i n g  p a t t e r n s  a s  a r e s u l t  o f  t h e  roads ide  
survey? I t  seems t o  me t h a t  i f  I  had been stopped a t  a  p a r t i c u l a r  l o c a t i o n  
by t h e  survey,  I would begin  t o  avoid t h a t  a r e a .  
--Reaction--Hillsborough County i s  r a t h e r  l a r g e ,  1500-1600 square  mi les .  In 
such a survey t h e  geographic d i s t r i b u t i o n  and t ime va r iance  i s  such t h a t  we 
don ' t  expect  any d e f i n i t i v e  changes i n  p e o p l e ' s  d r i v i n g  p a t t e r n s .  
PUBLIC COMMUNICATION GROlJP, HIGHWAY SAFETY RESEARCH INSTITUTE 
--Richard Douglass 
I will briefly describe the methods and results of two studies con- 
ducted by the Public Communication Group. The first study, sponsored by 
DISCUS, dealt with the immediate information-attitude-belief exchange of 
print ads.' The second study, conducted for NHTSA was a comparative analysis 
of 25 major alcohol/highway safety media campaigns. 
2 
A STUDY OF 25 PRINT ADVERTISEIIENTS ON DRINKING AND DRIVING 
A set of 25 print ads were selected from our collection. Sponsoring 
organizations included those from both Canada and the U.S., the beverage and 
automobile industries, state and federal agencies, ASAPs, and voluntary organi- 
zations. Selections represented a range of themes, messages, layouts, and 
graphics. There were some intuitively good ads and some that were not. Ad 
composition varied from complicated to simple. 
One purpose of the study was to experimentally determine if there 
was any immediate exchange of information, attitudes or beliefs affected by 
exposure to a print ad. Respondents were selected from a variety of sources, 
given a questionnaire, and asked to complete it. Instructions to each respondent 
included the following: (1) complete the questionnaire without turning back, 
(2) read the questionnaire completely. The print ads were imbedded as the second 
page of the instrument. There was one ad per questionnaire. 
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The first page of the instrument included a series of questions about 
the respondent's knowledge, attitudes, and beliefs regarding drinking and 
driving. The second page w:is the print ad. After exposure to the print ad 
the respondent completed three more pages. These three "post-exposuret1 pages 
included background and demographic questions plus the identical questions 
found on page one, but in a scrambled order. In effect, we had a pretest and 
a post-test situation. 
The second purpose of the study was to formulate a rank-ordering of 
all 25 ads on an overall quality dimension. A panel of experienced people in 
the field was selected as an "expertv audience. This panel included people 
from public communication, highway safety, advertising design, and alcohol 
problems. The experts were asked to evaluate each of the 25 yrint ads on the 
basis of technical quality, accuracy, effectiveness, etc. 
The lay audience, used for the rating phase as well as the experi- 
mental phase, included people selected in a quasi-random fashion from airport 
waiting rooms, the local drivers license bureau, hospital waiting rooms, a 
university journalism class, a high school social science class, alcoholism 
treatment clinics, and driver rehabilitation classes. 
There were 50-65 lay respondents per print ad. The total number of 
respondents was 1513. The sample audience was young--31% were under 20, 24% 
were 20-25. That is because a large portion came from high schools and the 
university. That is also typical of many surveys done in Washtenaw County. 
It was fairly equally split by sex: 55% were male. It was a fairly well- 
educated sample: 21% had not completed high school, 18% finished high school, 
36% had some colleze, 10% finished college, 16% were graduate students or 
beyond. In terms of formal organization membership: 31% were in none, 49% 
were in one or two. 38% considered themselves drinkers; 7% said they drank 
every day. (This is low by national standards.) 47% said they had never 
d r i v e n  when they  f e l t  they  had had t o o  much t o  d r i n k  t o  d r i v e  s a f e l y .  32% 
s a i d  t h e y  had d r i v e n  drunk once o r  twice;  17% s a i d  s e v e r a l  t imes ;  5% s a i d  
many t i m e s .  7% s a i d  they  had been a r r e s t e d  f o r  drunk d r i v i n g .  56% knew some- 
one p e r s o n a l l y  who had a  d r ink ing  problem. 
About 90% s a i d  t h e y  thought t h e  problem of a l coho l  and highway s a f e t y  
was a  Gery s i g n i f i c a n t  i s s u e .  71% s a i d  s o c i a l  d r i n k e r s  a r e  t h e  problem a s  
compared t o  29% saying problem d r i n k e r s  a r e  t h e  problem. The respondents  were 
g e n e r a l l y  w i l l i n g  t o  have t h e  government spend more money t o  p rov ide  some 
s o l u t i o n  t o  o r  con t inu ing  a c t i v i t y  on t h i s  problem. When asked what t h e i r  
chances were t h a t  i n  t h e  coming year  they  would be involved i n  an acc iden t  
caused by a  d r i n k i n g  d r i v e r ,  21% s a i d  1 i n  1000, 21% s a i d  1  i n  500, 27% s a i d  1  
i n  100, 18% s a i d  1 i n  50, and 12% s a i d  1 i n  10. 
The i n t e n t  of t h i s  s t u d y  was t o  measure immediate e f f e c t .  I t  could 
n o t ,  of course ,  measure a  r r s l e e p e r t '  e f f e c t  over  a  p e r i o d  of  t ime.  I t  could 
a l s o  no t  measure a  m u l t i p l e  exposure e f f e c t .  In most campaigns where t h e r e  
i s  any k ind  of loading of t h e  system with  t h e  same theme, message, and f a c t u a l  
d a t a ,  you might be a b l e  t o  measure some change. But t h e r e  i s  d i f f i c u l t y  i n  
a t t r i b u t i n g  t h e  change t o  any one of those  sources  of informat ion.  
Our a n a l y s i s  of  t h e  responses  t o  t h e  same q u e s t i o n s  be fo re  and a f t e r  
r e sponden t s  read t h e  p r i n t  ad showed t h a t  t h e r e  was v i r t u a l l y  no d i f f e r e n c e  on 
any q l ~ e s t i o n .  Th i s  means t h a t ,  a t  l e a s t  wi th  t h e s e  p r i n t  ads  and t h e s e  ques- 
t i o n s ,  no new in fo rmat ion  was  provided o r  t h e r e  were no changes i n  t h e  a t t i -  
tudes  o r  b e l i e f s  of t h e  responden t s .  That could p r e s e n t  a  dilemma t o  agenc ies  
who a r e  i n t e r e s t e d  i n  informat ion exchange o r  a t t i t u d e  change; perhaps  p r i n t  
ads  cannot be expected t o  do much. Perhaps people  were h e s i t a n t  t o  r e a d  t h e  
e n t i r e  ad.  That might be what happens when read ing  j o u r n a l s .  The r e a d e r  
might c o n s i d e r  t h e  p r i n t  ad an i n t e r r u p t i o n .  There i s  a  l o t  of smal l  p r i n t  i n  
most a d s  and people  t end  t o  s e e  only  t h e  l a r g e  type .  The i n p o r t a n t  informat ion-  
factual attltudinal, ~r,? behavioral infornation--is lrtbec'ded in the small 
print. 
--Question--How long did the questionnaire take? 
--Answer--It usually took 5-10 minutes. The respondents were given a 
cover letter asking them to fill out the first page, read the ad 
(but who knows how many of them actually read the entire ad) and then 
complete the last three pages. 
--Comment--Those of us who use the print media are caught. If we want to 
get a point across, we have to use copy. If what you're saying is that people 
are not going to read the copy anyway, then that's an incredible dilemma. 
--Reaction--That's why we're going to have to be careful with the interpre- 
tation of these results. We don't want to say, point blank, that print ads are 
no good. We can say that those who use print ads should be concerned with 
looking for alternative outlets for their information, not relying on this as 
the sole outlet. 
--Comment--The problem I have with this study is that the measures you used 
may not have been sensitive to what you were trying to find out. That was the 
initial problem with our surveys. One of the reasons we missed the boat with 
the litter bag is that the copy wasn't pretested. That's the first thing you 
learn when you go through school in advertising or marketing research. blost 
of the 4SAPs don't do any pretesting. So the fact that there are no changes 
in those variables may be just as much a factor of the lack of pretesting. 
lCith few exceptions, there wgs no close association between the -
ranked rating (1-2.5) of the lay audience and the expert audience of any spe- 
cific ad. One exception was the Seagram ad, rated second by both groups. 
The two audiences seemed to be using different criteria. 
The ad r a t e d  worst  o v e r a l l  by t h e  
3 e  party b e w  
l a y  audience was ItHow much a r e  d r ink ing  S&&&ddd. 
2 dnnks later 
d r i v i n g  a c c i d e n t s  up t h i s  year?" The ad 
Xker 4 dnnks 
r a t e d  b e s t  o v e r a l l  by t h e  l a y  group was Ti 
"Boy, was I smashed." On t h e  o t h e r  hand, ~ k k -  
Mer 5 dnrks 
bLz./ h & ~ &  
t h e  ad r a t e d  b e s t  o v e r a l l  by tlle exper t  J & L & ~  
ldnnks~ndl 
. % *  
panel was an LBI ad " I f  you c a n ' t  s t o p  
/ /? 
/ 
d r i n k i n g ,  don1 t s t a r t  d r i v i n g  . I f  ( I n c i -  &%& 
The more you dnnk the more o,ordmation you d e n t a l l y ,  t h e  sources  of t h e  a d s  were lose That s a fact plan and simple 4 - 
Shll people drink too much and then go out ar.d 
d e l e t e d ,  so  t h a t  could n o t  b i a s  t h e  
expect to hande a car 
When you &d too much you can't handle a car 
You can't even handle 3 pen 
respondents .  The s i z e  and c o l o r  were a l s o  
s t andard ized- - they  were a l l  b lack and white and reduced o r  expanded t o  a  
s t andard  s i z e . )  The ad r a t e d  worst o v e r a l l  by t h e  e x p e r t s  was Needham, 
Harper and S t e e r s t  ad "In Finland drunk d r i v e r s  g e t  t o  b u i l d  a i r p o r t s  ... by 
hand ." 
Horn muchare 
drinking driver accidents up 
this year? 
Surprg  k n o ~  11 there's aconnection But II 1 5  
Here. they haven't gone up at all nlce to know the ratedoesn't habe lu  
What', more, the l~gure march ever onward and upward 
1 5  doi~ir 1.P' lrom what you mlght expect Someth~ng can be done It', a, 
The wa) acc~dents havegrown ~n the easy as keeping your bl~lzed friend lrom 
1,151 feu years, b) the end u slumbllng into h ~ s  b m b a n d  ruarlng 
I v e  months we m~ght have away Rlght ~ntothestat~st~cs 
had about 631 acohol- 
inv~~lved acc~dents We of that 10% to you And 
had only 567 
WhaP An acciden 
rate that d~dn'r lncreareq owesyou eien more 
That's a I~rst  We have orher 
And 11 could be news about dr~nking 
[led to d couple of othe '. and driv~ng Wr~re &rx 
f~rbtb 
We l~rat starte We're kecp~~ig a 
thlh cdmpalgn Jsnuar) feu mureof ( n ~ r  Ir~et~d, 
11r\1 nou Let'btr! 2nd keep 
You. we don't 
Roir*d 
Lett keep our hiemb dive. 
If you can7 
stop drinking, 
don't start drivinq. 
. . 
Stan a petitlon Involve other people. Wntc your 
governor Your Ieg~slators Your judges. 
Demand strlct law enforcement Call for tougher laws 
Get mad Scream your mpatlence 
But, for God's sake, do sometlung It's do or die. 
Mort adult Amencansdr~nk Andmostafthemdnve 
Whileit asbestnot todrlnkbeforednimg,expenenw 
provesthat not everybody fallaaa thlrsdvtce 
Reeogn~rlngrh~sfactofl~te,mangrafetyoRc~dsnor 
saytomoronsts "lfyau'regomg todrlnlr usecommon 
Jense KnaryourownI~m~t,a~wellaa t h e i p d l ~ m ~ t ,  
and keepnellwthln b t h  " 
We, 
heartclysuppart thlssthnd 1nfact.u.e'veprepareda 
bokletcaUed"Knox Your Llmlts." rhrch lncludeea 
handy chart far your p ~ d a n r x  I!'syoursfor thewntlng 
If you c h o o s e l ~  drlnh. drlnh rosponslbly. 
A COMPARATIVE ANALYSIS OF 25 MAJOR CAMPAIGNS 
The second study concerned 25 campaigns with t h e  l a r g e s t  number of 
items i n  t he  Public Communication Group co l l ec t ion .  The va r i ab l e s  used t o  
evaluate  t he  campaigns covered media, type, theme, evaluat ion-device, message, 
and intended audience. I t  turned out t h a t  i f  p r i n t  ads dominated the campaign 
the  message was, more o f t en  than no t ,  adver t i s ing  the  source. There i s  a 
very understandable explanation f o r  t h a t  : t he  automotive and beverage indus- 
t r i e s  and the  voluntary agencies who a r e  more dependent on adve r t i s ing  them- 
se lves  than a re  t he  federa l  and s t a t e  agencies use t h e  p r i n t  medium t o  adver- 
t i z e  what t h e i r  companies or  agencies do. But t he re  i s  another motive, i n  
t h a t  i n  t h e i r  campaigns they attempt t o  s e l l  products,  s o l i c i t  cont r ibu t ions ,  
o r  j u s t i f y  the  ex is tance  of t he  organizat ions.  
--Comment--There are two other reasons. In the case of the liquor industry, 
it can't use the broadcast medium. In the case of low-budget public service 
organizations, print is still the cheapest way to go. 
--Comment--There was one ad which ran a few years ago and which was well 
educated. It was produced by Bacardi, There were a series of bottle caps 
and in place of one of the series was a steering wheel. The caption was 
"Bacardi goes with everything, except driving." It sold the product and was 
well-received by the government and other organizations. It also told people 
that their rum mixed ,with all those different things--so it was a legitimate 
product ad, yet it had an effective message. 
--Comment--On the contrary, the current Cutty Sark campaign is the most 
down-beat series of ads I've seen in the alcohol industry for a long time. 
Remember the ones which talk about Cutty Sark being a solution to the problem? 
ltSo you lost that big contract, launch another Cutty.'I The industry is aware 
of this campaign, but they don't know just what to do about it. 
Our comparative analysis was based on five categories of variables: 
Medium, Theme, Evaluation, Theme and Ijlessage, and Audience. These broad 
categories were broken down to analytic units as seen in the table below. 
MEDIA : 
1  Radio Spot  Ad 
2  T e l e v i s i o n  Spot  Ad ( o r  s t o r y  board )  
3  Pamphlet 
4 P r l n t  Ad 
5 Fl lm 
6  P o s t e r  o r  Bus Card 
7  S p e a k e r ' s  Bureau S c r i p t  
THEME. Normative 
1.1 "Get (keep)  t h e  problem d r i n k e r  ( e x c e s s i v e l y  
drunk d r i v e r s )  o f f  o u r  highways ( t h e  r o a d ) . "  
1 . 2  "Urge problem d r i n k e r s  (any drunk pe r son)  t o  
no t  d r i v e ;  keep them from d r l v i n g ,  d r i v e  a  
d r i n k e r  home." 
1 . 3  "Drlnk m o d e r a t e l y ,  d o n ' t  be a f r a i d  t o  s a y  ' n o ' ;  
i f  you chose  t o  d r i n k ,  d r l n k  r e s p o n s i b l y ,  know 
your l i m i t s ,  l i v e  w i t h i n  your l i m i t s ;  c u t  your 
d r i n k i n g  s h o r t ,  n o t  your l i f e ;  i f  y o u ' r e  go ing  
t o  d r i n k  and d r l v e ,  use  t h e  (BAC) c h a r t  f i r s t . "  
1.4 "Help s t o p  t h e  t r a f f i c  (drunk d r i v e r )  
s a l u g h t e r ,  Scream Blood murder ,  h e l p  change 
t h e  l aws . "  
1 . 5  " L e t ' s  keep o u r  f r i e n d s  a l i v e . "  
1 . 6  "Don' t  d r i v e  when you 've  had t o o  much, d o n ' t  
d r l v e  when y o u ' r e  d r u n k . "  
1 . 7  "Don' t  l e t  d r l v e r s  g e t  drunk you r e a l l y  
c a n ' t  a s k  a  d r i v e r  t o  have a n o t h e r  d n n k ,  
d o n ' t  a s k  a  man t o  d r i n k  and d r i v e . "  
1 . 8  "Don't d r i n k  and d r i v e ,  i f  y o u ' v e  had a n y t h i n g  
t o  d r i n k ,  d o n ' t  d r l v e ;  d r i n k ,  d r i v e  - 
r a t i o n a l i z e .  " 
1 . 9  "Cure t h e  a l c o h o l i c  d r i v e r ;  u rge  problem 
d r i n k e r s  t o  g e t  h e l p . "  
1 .10  " L e t ' s  make d r i v i n g  a  good t h i n g  a g a l n ,  
Respons rb le  d r l v l n g  g u i d e l i n e s . "  
1 . 1 1  "Be a  f r i e n d  f l r s t  and then  a  good h o s t . "  
EVALUATION : 
1 Evidence o f  E f f e c t i v e n e s s  
2  Evidence o f  Exper imen ta l /Survey  E v a l u a t i o n  
THEME AND MESSAGE: Non-normative 
2 . 1  Pe r sona l  T h r e a t  ( c o s t ,  e t c . )  
2.2 S o c l a l  T h r e a t  
2.3 Legal  Threa t  
2.4 Heal th  o r  L l f e  Threa t  
2 . 5  Value ( judgment)  
2 . 6  I n f o r m a t i v e ,  g e n e r a l  
2.7 I n f o r m a t i v e ,  s t a t i s t i c a l  
2.8 I n f o r m a t i v e ,  l e g a l  f a c t s  
2 . 9  I n f o r m a t i v e ,  a l c o h o l i s m ,  e f f e c t s  o f  a l c o h o l  
consumption 
2 .10  Feedback I n f o r m a t i o n  ( a d d r e s s ,  t e l e p h o n e  
number) 
Promotional  
3 . 1  Campaign s u c c e s s  t o  d a t e ,  "What we've done s o  
f a r . "  
3 2 Campaign d e t a i l s ,  "What we w i l l  be do ing ,  o r  
a r e  do ing  now." 
3.3 Sponsor ing  a g e n t  a d v e r t i s e d  
3.4 What (you) can do t o  h e l p  t h e  campaign, 
s p e c i f i c  s u g g e s t i o n s .  
AUDIENCE : 
General  P u b l i c  
Problem Dr inker s  and Alcoholics 
S o c l a l  Dr inker s  
F a m i l i e r  and F r i e n d s  of Problem D r i n k e r s .  
A l c o h o l i c s  and S o c l a l  D r i n k e r s  
D r i v e r s  
Young Peop le ,  Teenagers ,  College-age Youth, 
P re - t eens  
Law Enforcement  P e r s o n n e l ,  Judges ,  P o l i c e ,  
Court  Workers 
Minor l ty  Groups 
Businessmen and Employees 
Physicians and Lawyers 
C i v i c  Croups,  R e l i g i o u s  Groups, S e r v i c e  
O r g a n l z a t l o n s  
Othe r  L e g i s l a t o r s ,  Government O f f ~ c l a l s ,  
Opinion Leaders ,  t h e  P r e s s ,  e t c .  
Significant and characteristic differences were found between 
governmental, commercial and non-profit sponsors regarding frequency of media 
utilization. This is obviously not at all a reflection of the desires, but 
rather the restrictions placed on sponsors regarding media availability. 
Interesting differences were also found regarding type of audience, 
evidence of evaluation, relative informational content, and other variables. 
These tended to discriminate the type of sponsorship, organizational size of 
sponsors, and probable level of fiscal support of the sponsor. We concluded 
that the smaller sponsoring organizations tended to use the least effective 
message and media combinations more frequently than did larger sponsors. We 
think this supports our belief that small sponsors should have access to some 
of the technical information that is used in the larger and more sophisticated 
campaigns 
POSTSCRIPT FROM MICAP: 
We p r e p a r e  s p e c i a l  e l e c t i o n  r e p o r t s  eve ry  two years .  Th i s  year  
we asked a l l  o f  t h e  incumbents and c h a l l e n g e r s  what blood a l c o h o l  l e v e l  t h e y  
would be w i l l i n g  t o  i n s t i t u t e  l e g i s l a t i v e l y .  64% of t h e  incumbents i n  t h e  
s e n a t e  would be  w i l l i n g  t o  have .04% o r  .05% a s  t h e  l e g a l  l i m i t .  



